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eep Up With Modern Display 





POSTPAID 


This Complete and Thorough Text Will Help You 
LEARN THE FUNDAMENTALS 


The WINDOW DISPLAY MANUAL, by J. T. Chord, is 
a distinct contribution to successful retail display prac- 
tice. The book is recognized as authoritative and has 
become the guide for many display managers—some of 
the best known and most successful. The book breaks 
down the subject of display into its very fundamentals, 
establishes definite principles, and then proceeds to show 
their application. It contains nearly 500 illustrations. 
It is substantially cloth bound, stamped in silver, and 
contains 240 pages, size 9x12. Write your name and 
address on the bottom of this page, attach $5.00, and 
mail to DISPLAY WORLD. The WINDOW DISPLAY 
MANUAL will be sent you postpaid. Or send $7.00 
for the manual and one's year's subscription to DISPLAY 
WORLD, a cash saving of $1.00. If you are already 
a subscriber your subscription will be extended. (Foreign, 


$1.00 additional.) 








THE DISPLAY MANUAL'S 
THIRTY-TWO CHAPTERS 


As It Was in the Beginning 


The Responsibility for the 
Future 

Windows 

Window Construction 

Daylight Reflections 

Window Fixtures 

The Fixture Room 

Fixture Set-Ups 

Perspective 

Group Placement 

Height 

Balance 

Angles 

Grouping of the Fixtures 

The Set-Up Construction 

Unit Displays 


Readapting Displays 
Merchandise Accessories 
Fixture Accessories 

An Artistic Complex 
The Merchandise Message 
Installing the Display 
Contrast in Displays 
Using Colored Light 
Color in Displays 
Photographing Displays 
Dramatizing Displays 
Display Backgrounds 
Interior Displays 

Types of Show Cards 
Dealer Display Helps 
Prestige Displays 
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THE COVER 


This month's cover illustration shows a set- 
ting created for Saks-Fifth Avenue, New York 
City, by Copeland Displays, Inc., in collabo- 
tation with Sidney Ring, display manager for 
the New York store. This display was one of 
six of a similar treatment. The fins and the 
other sections below and above the shadow- 


with this form of lighting. 
light. 


box were covered with a tan and white 
leather. The harewood was imported. Each 
unit had two reflectors. 


read it carefully. 





OUR NEXT ISSUE 


Many displaymen, sensing the dramatic possi- 
bilities in the use of colored light for display 
purposes, have experimented from time to time 
In many cases the re- 
sults have not come up to expectations because 
of a lack of knowledge as to blending colored 
In the December issue of DISPLAY WORLD 
O. P. Cleaver, famous lighting authority, gives 
practical examples of the correct use of this 
form of illumination; watch for his article and 
It will give you a very powerful 
aid toward creating dramatized displays. 
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“Attractive windows are the bid for the pub- 
lic's patronage—the invitation to enter. Now 
assuming they are in—half the battle—shall we 
fall down on the job with a drab routine ar- 
We must 
take advantage of the opportunity and build 
up the store itself to the same attractiveness of 
our bid of welcome—the windows.''—Edward 


rangement of interior display? No! 


Schoenbart, merchandise manager, Felix Lilien- 


thal & Co., Inc., New York City. 
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White Horse Inn 


York City's outstanding musical success—is 


Promotion—from New 


available to you, through arrangements just 
completed with Kay Kamen, Ltd. 


Our authentic displays are for windows and 
departments. And they're certain to sell 


merchandise! 


These Tyrolean and colors are 
beautiful. They are adaptable to Ski Shops, 


Snow Carnivals, etc., at a minimum cost. 


designs 


We will place these authentic promotions 
with but one store in each city and will 


call in order of receipt of requests. 





Y 
Canton im. on “e 
) Fifteen different displays are available. 

Below is shown Ski Jumper Mannequin, life 
size, full round, open back, easily dressed, 


easily set in, priced, without 
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BETTER WORK in LESS TIME 


Sign and display shops all over the country have 
They save time, reduce labor 
costs, enable you to produce more attractive work. 
Delta Tools require little initial investment. They 
Their flexibility, accuracy, 


accepted Delta Tools. 


quickly pay for themselves. 
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Made with 
“DELTA” 


Tools 


Here is a beautiful background 
and cut-out sign display for 
prominent advertiser—made en- 
Thers 


are almost unlimited possibilities 


tirely with Delta Tools. 


for unique work with these eco- 


nomical motor-driven units. 


Motor-Driven 


convenience, and ruggedness have been proven. Ask 
the sign shop who uses them. Better still visit the 
Delta dealer, and check their remarkable tool value. 


Write today for name of nearest Delta dealer and 
FREE 1937 Delta catalog showing the complete line 
of Band Saws, Circular Saws, Scroll Saws, Sanders, 


Jointers, Shapers and accessories. 


DELTA MANUFACTURING CO. 


MILWAUKEE, WIS. 


602 E. VIENNA AVENUE~ .- . 




















The Aristocrat of 
PRICE MARKERS 


Smart Interchangeable Metal 
Numerals and Letters 
Manufactured by 
Combination Produets Co. 
64-74 WEST 23RD ST. NEW YORK CITY 





“Actual Samples sent on request 











ee ius 








VALANCES 


An inexpensive way 
to improve 


DISPLAY WINDOWS 


‘Send Glass Sizes for 
Samples and Designs. 


Camden Artcraft Go. 


160 N. Wells St. CHICAGO 
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Set io MERCHANDISE 
To Best 
ADVANTAGE 


There is nothing better 
than an attractive valance 
eR start your window dis- 
Y\ play “off on the right 
foot.” For attractive val- 
ances, there is nothing bet- 
ter than Windowphanie 

- appearance (numer- 
ous designs in carved glass 
effects) . . . economy (low 
installation cost and no breakage) ... utility (does 
not collect dust or dirt). Write for free sam- 
ples and catalogue of Windowphanie Val :nces. 












D. W. MALZ, 65 Fifth Ave., New York City | 


ePlease Mention DISPLAY WORLD 
When Writing Advertisers 
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The Fall Cpenings Displays 
of Maicoim Tennent 


If it were the custom, as has been sug- 
geste occasionally, for displaymen to “sign” 
their displays as an artist signs a painting, 
the windows designed by Malcolm J. B. Ten- 
nent, Meier & Frank, Portland, Ore., would 
need no signature. Anyone who has once 
seen a Tennent display is able to recognize 
them in the future at a glance. They are 
characterized by a striking use of lighting 
effects, by their embodiment of design and 
color, by their departure from long-estab- 
lished display ideas, by their detail, and by 
their breath-taking magnificence. 

Incidentally, Tennent displays are a curious 
paradox: many of them are very ornate, yet 





at the same time are extremely simple. The 
use of hand-carving, imported woods, and 
stage settings might at first thought seem 
too elaborate; yet the usual impression is 
one of simplicity through the spotlighting 
of a single figure and a portion of the back- 
ground, and by similar methods. 

Perhaps one of the most important traits 
of Tennent’s window displays is the very 
evident fact that no detail is overlooked to 


—The background for the bridal display 
was of hand-carved wood, on which rested 
three candles, each 8 feet high— 


make them as nearly perfect as possible, 
from the backgrounds to the merchandise 
displayed. The utmost attention is given to 
every item which will affect the appearance 
of the display. Lighting effects are planned 
carefully to secure all the drama possible; 
proportions are taken into consideration in 
the selection of backgrounds, figures, and 
properties; nothing is omitted which will 
make the displays more impressive. 

This is amply illustrated in the seven 
photographs which are shown with this arti- 
cle, each of them a display created by Ten- 
nent for Meier & Frank’s fall opening fash- 
ion windows for 1936. As most displaymen 
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know, the presentation of fall fashion win- 
dows is an annual affair of much importance 
in Portland. All the windows of partici- 
pating stores are unveiled at the same mo- 
ment, while traffic comes to a standstill to 
permit the tremendous crowds to use the 
streets as well as the sidewalks. Awards 
are made for window displays in many types 
of stores. This year in the department store 
class Meier & Frank’s four blocks of win- 
dows again placed first, duplicating the re- 
sult of the contest last year. 

Graceful simplicity was the keyno‘e of 
these windows, which, in turn, made the per- 
fect setting in which to display the merchan- 
dise to best advantage. For instance, three 
evening gown displays had a_ background 
with a purplish cast, with spotlights center- 
ing the attention solely on the gowns and 
wraps displayed. A great deal of hand- 
carving was used, but in many of the win- 
dows a single figure, one or two display fix- 
tures, and the lighting comprised the display. 

The bridal display illustrates the remark- 
able effects obtained by Tennent in his 
windows. The mannequin, arrayed in a satin 
gown (which, incidentally, is of the same 
design as the one advertised by Meier & 
Frank in the nationally circulated Bride's 
Magazine), was placed before a background 
of hand-carved wood. The center piece was 
flanked by curved sections of wall board of 
a slightly darker tint. Fluted columns ex- 
tended to the top of the window at each 
side, adding greatly to the impression of 
spaciousness. ‘Three tapering candles, each 
lighted with a “flame” electric bulb, rose 
above the carved section of the background. 
The candles were about 8 feet high. Be- 
hind the candles and extending over the 
sides: of the background were boughs of 
natural oak leaves, chemically treated to 
retain their fresh appearance. Strong illum- 
ination was used below .and behind the 
boughs. 

Ultra-simple was. the display of a sin- 
gle figure” posed beside a_ short plastic 
column. Only the one small portion of the 
window was illuminated, which focused all 
attention on the mannequin. A _ spotlight, 
throwing its beam from above and at the 
left, made the display stand out in beautiful 
contrast to the pitch-dark background. Here 
is another’example of Terinent’s willingness 
to depart from the customary and to try 
new display-arrangements. 

Three charming displays of evening wear 
were carriéd out in:*a brown and white 
theme, as shown by the center photograph 
on page 4. With nidst of the central back- 


—A single mannequin, posed beside a short 

column, was placed in exquisite relief against 

a black background by the use. of a spot- 
light— 


—Hand-carving again played an important 

role in the display shown in the center of 

this page. The carving, on white maple, 
represented Adam and Eve— 


—Behind each of the two mannequins in 

riding clothes was placed a large receptocle 

filled with gourds and other symbols of the 

season. Natural oak foliage was used for 
decoration— 
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—One of three formal windows in which 

the background had a distinct purple cast 

is shown at the top of this page. The light- 

ing, while concentrated on the wrap at the 

left, was sufficiently diffused to show the 
apparel on the figure— 


—The hand-carved sculpture used in the 

display shown at the bottom of this page 

weighed 750 pounds. Finished roughly, it 
symbolized the eternal feminine— 


ground in brown, the rest of the window was 
finisiied in a light gray. The mannequin 
wore brown and white and stood before a 
graceful table on which was placed a carv- 
ing made from white maple, representing 
Adam and Eve. Spotlights were focused on 
the carving and the mannequin, with the 
rest of the window remaining comparatively 
obscure. 

One large corner window was devoted to 
a display of riding clothes made by Meyers 
Brothers of Kentucky; these, by the way, 
are exclusive with Meier & Frank in Port- 
land. A figure was placed at each angle of 
the window, standing on a curving, white 
runway striped with black. Behind each 
mannequin was a large receptacle made of 
wall board and filled with gourds, squashes, 
and other similar symbols of the season. 
A spotlight was used for each figure, aimed 
from opposite sides of the window to in- 
crease the interest in the apparel. Natural 
oak foliage completed the trim. 

Three window displays (not shown here) 
of men’s wear attracted city-wide comment. 
They featured hand-carved busts in full re- 
lief of “Dizzy’ Dean, “Red” Grange, and 
Joe Louis. Men’s apparel and accessories 
for various occasions were displayed. 

One of three formal windows in which the 
backgrounds were of a dark purple hue is 
shown at the top of page 5. Fixtures and 
properties in light tones for contrast were 
selected and the lighting concentrated on the 
center left of the window, thus placing the 
wrap at the main point of interest. 

Del Monte-Hickey fur-trimmed suits in 
Rebellion red were displayed before a light 
copper-colored background trimmed with 
dark copper moulding. Autumn leaves, dyed 
to match the Rebellion shade, were placed 
in a low plastic urn which rested on a 
plateau having rounded corners. Pumpkins 
and gourds were placed in and around the 
urn. This display is illustrated by the cen- 
ter photograph on page 5. 

Another display of formal wear was placed 
before a light background consisting of a 
series of curved sections of wall board. At 
the left of the window was a roughly carved 
feminine figure, cut from white wood and 
weighing 750 pounds. This modernistic 
Statue, symbolizing the eternal feminine, was 
the more striking because of its lack of de- 
tail. It was an excellent foil for the rich 
elegance of the garments on view. 

All in all, the fall opening fashion win- 
dows of Malcolm Tennent were masterpieces 
of display art, as Tennent’s windows always 
are, 
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$3.3000.000 For Remodeling; 
| ==—ihe New LBiock’s 


By A. J. ROEDER 


The William H. Block Company, Indianapolis 





During the past year or so our company 
has spent $3,500,000 for remodeling purposes. 
Windows, departments, exterior—all parts of 
the store underwent a “face-lifting” process 
which has made the new Block’s one of the 
most beautiful stores in the world. In all 
the building a remodeling program has been 


carried through with one thought in mind: 
to secure the newest and most modern equip- 
ment possible to obtain, either from this 
country or from abroad. 

The color schemes and decorative ideas 
are so varied in the different shops and 
floors that it would be futile in an article 


to attempt a detailed description. Bw: for 
those displaymen who may not have a: op- 
portunity to visit our store the photog: aphs 
shown here and this brief description may 
convey, in a faint way, something o° the 
beauty and wealth of ideas which mak«: this 
establishment outstanding. 

The store front is of Swedish black mar- 
ble, trimmed in brushed bronze. Twenty- 
eight display windows in the front and 
arcade formed by the arrangement 07 the 
entrances are interspersed with shallow dis- 
play case units. These case units are also 
incorporated in other parts of the store, so 
that there is a total of thirty-seven of this 
particular form of display. Each window 
is changed at least once a week with the 
exception of the ones devoted to ready-to- 
wear. These are changed twice weekly. 

The window lighting system is arranged 


—The dress shop on the second floor, Block's. 
At the rear may be seen the entrance to 
the French salon. The cut-out lettering has 
since been replaced by chrome letters— 


—A small portion of the fifth floor is visible 

in the photograph below. Only a faint idea 

of the beauty of the decorative treatment 
can be obtained from the picture— 








dre 


ligt 
gla: 
col. 
Brc 
in | 
olis 
hea 
whi 
ate 
Pai: 
ligh 
Stan 
tran 
eacl 
Fre: 
trim 
of ¢ 
exte 
fron 


and 









ee wae 





November, 1936 


—Three displays from Block's are shown on 

this page. The first illustrates the treat- 

ment given the island windows. The man- 

nequins -are of cellophane, and cellophane 

curtains are hung part way between the 
two sides of the display— 


in units of 500 watts, so designed that each 
uni' can be used at its maximum capacity, 
or is a 200-watt unit, or one of 300 watts. 
This on dull days we use the full capacity; 
at night the wattage is cut to 300; on 
bricht days 200 is all that is required. 

Curtis reflectors are used, set in flush 
mounting rings. In our large corner win- 
dov.s the lighting is shielded with Curtis 
louvres. Louvres are also used in the more 
exposed centers of these triangular corner 
windows. 

Each of the ten island windows in the 
front represents a double problem in display. 
Since they are visible from the front of the 
store and also from the arcade, displays 
must be arranged so that they will seem 
complete, regardless of where one stands. 
At the same time each half of the display 
must be an entity, capable of standing alone. 

A hint of the marvels to be found on 
each floor is received as soon as one steps 
into the’ store. Wide escalators, beautifully 
decorated in the modern manner, ascend 
and descend from the basement to the fourth 
floor. Lighting intensities are high and all 
merchandise is seen clearly and easily. 

But it is the second floor which evokes 
exclamations of admiration from every one 
who sees it. So rich is the decorative treat- 
ment, so skillfully handled is the lighting 
that it is more like stepping into a cathedral. 
The vast floor space makes it a bit bewilder- 
ing for an instant, but then one realizes that 
there is a unity about the entire treatment 
which soon eliminates any possibility of con- 
fusion. The floor covering is a warm 
reddish-brown, with light tan stripes. Vari- 
ous “shops” are located on this floor, in- 
cluding a French room, a fur shop, better 
dresses corner, etc. At intervals around the 
wall are curved niches extending from the 
floor to the ceiling. Within these niches, 
lighted indirectly from above through frosted 
glass, are photographic blowups, in natural 
colors. These enlargements, made by Meloy 
Brothers, Shelbyville, Ind., are 5 by 15 feet 
in size. They are all of familiar Indianap- 
dlis scenes. Before each blowup stands a 
headless figure, clothed in the apparel for 
which the photograph provides an appropri- 
ate background. The French room is in 
Paisley blue harewood, with nine indirectly 
lighted curved niches. A Scovil mannequin 
Stands in a vertical niche facing the en- 
trance, which is flanked by similar niches, 
each containing a headless mannequin. The 
French millinery salon is cream colored. 
trimmed with gold moulding. A wide stretch 
of corrugated glass, framed in gold drapes, 
extends from floor to ceiling and is lighted 
from the rear, 

The third floor is used for men’s, boys’, 
and girls’ apparel. Another large mural 
[Continued on page 30] 
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Tell Your Story Quickly. 
But Tell It Well 


The present era may be referred to in the 
future as “The Speed Era’’—unless the next 
fifty years see an increasing acceleration in 
the speed of modern life which will make 
our times look slow. Whether or not this 
may come to pass, there is no question but 
that there exists now a quickened tempv to 
the business of buying and selling. Deci- 
sions are made more rapidly; first impres- 
sions frequently are the only ones possible 
to obtain. 

And since it is through the medium of 
window display that retailers depend for 
the customer’s first impression of featured 
merchandise, it is all the more important 
that such first impressions be interest-stim- 
ulating and conducive to the making of sales, 
Displays must literally be created so that 
“he who runs may read.” 

All of which means that displays must be 
easy to see—and the passerby must be able 
to see them quickly. It is elementary, per- 
haps, to say that thoughtful use of an ade- 
quate amount of light, color contrast be- 
tween merchandise and setting, and the size 
of the display will determine how easily and 
quickly it may be seen. Nevertheless, many 
displaymen often ignore one or more of 
these cardinal necessities. 

Next, the displays must be treated in such 
a manner that they are immediately under- 
stood—the function of the merchandise, its 
style features; in other words, exactly why 
it has been given valuable display space. 
This must be made so apparent that it can 
not fail to be grasped by the most casual 
observer. There must be a definite theme 
around which all factors of the display cen- 
ter. A display comprehended instantly and 
completely is the first step toward a sale. 

Six displays are shown with this article, 
all of them exemplifying the principles 
quoted above. The first photograph shows 
a window created by E. Engle, F. & R. 
Lazarus & Co., Columbus, Ohio, for “Re- 
frigerated Fashions.” The idea of coolness 
in men’s shirts, shorts, and pajamas was 
instantly plain. Two imitation ice-cube 
trays, 4 by 7 feet, flanked an open refriger- 
ator, the spaces in the trays containing mer- 
chandise. Under the apparel were pieces of 
wall board, painted silver to represent ice. 
An “ice-cube,” covered with parchment and 
lighted from behind, was set over the top of 


—The displays shown on this page were 
designed by the following: E. Engle, F. & R. 
Lazarus & Co., Columbus, Ohio; Charles T. 
Horton, G. C. Willis Company, Champaign, 
Ill.; and W. G. Mason, B. F. Dewees, Inc. 
Philadelphia, Pa. A complete description of 
each window is given in the accompanying 
article— 
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—L. E. Summerton,. Memphis, Tenn., created 
the display for Town Topic shirts; Bernard 
Heims, Lipman Wolfe & Co., Portland, Ore., 
arranged the dignified presentation of vel- 
vet and metallics; and A. J. Roeder, William 
H. Block Company, Indianapolis, Ind., de- 
signed the showing of tunics— 


the refrigerator. The show cards were dec- 
orited with drawings of the familiar cubes. 
After a glance at this display, if there could 
be any doubt in a shopper’s mind as to the 
pu*pose of the merchandise, then there was 
something drastically wrong with the 
shopper. 

Charles T. Horton, G. C. Willis Company, 
Champaign, Ill., planned the beautiful dis- 
play of Stetson millinery. Here again is 
effective lighting, and sufficient contrast of 
the merchandise with the setting. The back- 
ground was in a neutral shade of gray, 
trimmed with chromium moulding. - The 
plastic in the offset panel at the left rear 
gave an unmistakable atmosphere of dig- 
nity to the window in complete harmony 
with the simple surroundings. The small 
shadow-box at the right is a fine way in 
which to focus interest on one certain article. 

Effective handling of many small articles 
in a display is shown in the photograph of 
a window created by W. G. Mason, B. F. 
Dewees, Inc., Philadelphia, Pa. The indi- 
vidual, indirectly lighted shadow-boxes 
which he has used are hard to excel for 
breaking a number of accessories into re- 
lated groups. In this way a good variety 
of merchandise can be shown in many dif- 
ferent styles, and at the same time there is 
no confusion. There is unity in this display, 
and the story is told in just five. words on 
the background: “Newees Glove and Bag 
Sale.” The picture-gallery effect is enhanced 
by neat “title” cards under each shadow-box. 

At the front and back of this window was 
placed a large panel with four niches; the 
outside of these panels was covered in 
chartreuse colored fabric. The niches were 
painted white. 

For contrast it would be difficult to im- 
prove on the display at the top of page 9, 
designed by L. E. Summerton, Memphis, 
Tenn. A method of display which is dis- 
tinctly related to that employed in the acces- 
sories window for Dewees, discussed above, 
has been used with good results. In place 
of shadow-boxes, Summerton relied on the 
complete antithesis between the background 
and the merchandise and as a result the 
shirts stand out as though spot-lighted. The 
panel in the center is a blow-up of the small 
card at the right. 

It does not require a prolonged pause be- 
fore the draped display of Bernard Heims, 
for Lipman Wolfe & Co., Portland, Ore., to 
see that the theme of quiet elegance is para- 
mount. The contrast between the black vel- 
vet and the neutral background is vivid, 
while the lighter metallics are sufficiently 
bright to stand out even where they are not 
draped over the black. Eight style maga- 
zines, rolled to show a woman gowned in 
[Continued on page 32] 
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New “Sliants’ Stop Them: 


By RAY W. PARKS 


Leavitt Stores Corporation, Manchester, N. H. 





Do you remember a few years back when 
people would stand in tedious lines, waiting 
their turns to putt a golf ball through stove- 
pipes and other hazards of miniature golf? 
The fad later died a natural death almost 
over-night, but during its few months of 
life literally millions played the new game. 

The reasons behind its immense popular- 
ity were that the object of the game could 
be grasped immediately, it was simple, and 
—most important of all—it offered a new 
form of amusement, a new “slant” for the 
eternal quest of the public for something to 
catch its interest. 

The same basic ideas are essential in win- 


contest ths commmmmaes aa 


dow displays if they are to accomplish their 
purpose. They must attract the attention 
of the traffic stream; they must be kept 
simple; their story must be capable of being 
grasped instantly, without confusion or mis- 
interpretation. 

But in the competition of each window 
with the hundreds of counter attractions to 
be seen on any city’s streets it is no easy 
matter to secure really interested attention 
for an individual display. Hence it is vital 
that something about the window be “dif- 
ferent” enough to catch the eye and hold it 
until the selling idea is put across. 

Here is where novelty or a different “slant” 
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develops its value as an eye-catcher. By 
this I do not mean that the display shculd 
be so bizarre that it becomes ridicul: us, 
Rather, it should be a new means of 
expressing a familiar theme so that to the 
casual eye it seems utterly different. T! ere 
are only a very few basic story plots, but 
dressed up and given a novel touch by a 
skillful author they can be given a thousand 
variations which make them ever interesting. 

Displaymen can follow the same plan. As 
a matter of fact, they must do so. Merchan- 
dise is merchandise, whatever its nature, 
and if there is to be freshness and variety in 
its presentation they must be brought about 
through the skill of the man who plans the 
display. 

Consider sheets, for example. They might 
seem to be a difficult subject around which 
to build a display with a different slant. But 
they are no exception to the rule. To dis- 
play Pepperell sheets we built an enormous 
“treasure chest” which occupied an entire 
window. The box was carefully finished and 
was filled with thirty-two packages of cello- 
phane-wrapped sheets. Thus we were able 
to show a considerable quantity of the mer- 
chandise, but still the method of presenta- 





tion kept the display from being one of the 


mass type. On the sheets was a window 
card reading: “A treasure chest of Pepperell 
sheets. Cherished for four generations— 
1845-1936.” The Pepperell trade-mark was 
enlarged and used on the inside of the up- 
turned lid. The use of this box was not 


—The Pepperell "treasure-chest'’ occupied on 

entire window. The box was later used for 

shirt displays with equal effectiveness. 

Thirty-two packages of sheets are shown here 
in a most interesting manner— 


To display aluminum ware, only a few 
pieces were grouped in the window; light 
was concentrated on the platform on which 
the merchandise rested, with the rest of the 
window kept pitch dark— 


—Another idea for the display of shects 
is shown at the left. The window was trans- 
formed into a shadow-box. Careful atten- 
tion to lighting made this window out- 
standing— 
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—The arrangement of the shades and the 
placement of the merchandise made the 
display of hosiery of much interest, as did 
the stairstep set-up in the millinery window— 


—No doubt men passing the shirt display 

shown below found their attention return- 

ing to the center of the window. The ties 

and sleeves of the shirts were skillfully ar- 

ranged on slanting lines to accomplish just 
that purpose— 


ccenfined to the one display. We have found 
a Jozen uses for it since. 

Sheets were again the subject of a recent 
di:play, as shown by the lower photograph. 
The window became a huge shadow-box, 
with packaged sheets presented in the open- 
ing. Eighty-four packages were visible, but 
since every package was exactly alike and 
the product was the same there was no con- 
fusion af merchandise. A long row of 
sheets ran across the lower part of the 
window, where the trade-mark again was 
given a prominent place. Careful lighting 
helped make this display effective, the sheets 
standing out like the proverbial sore thumb. 

Another unusual display proved to be a 
seller for aluminum ware. Instead of clut- 
tering up a window with dozens of pots and 
pans we selected fourteen pieces of ware, 
placed them on a platform with two show 
cards and concentrated a beam of light on 
them. The rest of the window was kept 
pitch dark. The display slant given this 
window removed it from the category of 
“ordinary” and gave it valuable simplicity. 

The windows shown in the three remain- 
ing photographs do not differ so much from 
the customary as the first three. Neverthe- 
less, each shows an attempt to vary the 
grouping or treatment. For instance, the 
hosiery window showed a_ considerable 
amount of merchandise arranged on two 
half-circles cut from wall board. The ar- 
rangement of the different shades and the 
triangular patterns made the presentation 
interesting. 

The same is true of the millinery window, 
the stairstep effect arresting the eye. 

Grotesque figures gave an odd touch to 
the shirt display, as did the “U” arrange- 
ment. As an incidental touch the ties on the 
leit of the display slope to the left while 
those on the right reverse the direction. 
One sleeve on each shirt follows the same 
procedure, helping to concentrate attention 
toward the center of the window. 





"And We Don't Mean 
Coffee!" 


We are indebted to the November 1 
issue of Tide for the following: “A friend 
told us about this. Seems Beyda & Co., 
importers (Fifth avenue), brightened their 
Window display last week with a full-length 
Photo of a model in a French nightie. French 
nighties are nothing to our friend. What 
got him was the tale told below: ‘Dated, and 
we don’t mean coffee !’” 
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Los Angeles Displaymen 
Are Merchandisers 


By C. F. WILLIAMS 
Artistic Window Displays, Los Angeles 
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Display managers for the more important tc 
West Coast stores long ago developed the di 
habit of thinking of display in terms of T 
“What will it mean to the store in the form - 
of sales?” As a result, their windows and T 
interior arrangements have been exception- si 
ally successful in transforming sidewalk de 
and store traffic into actual purchasing - 
power. oi 

This is particularly true of Los Angeles 
and Hollywood displaymen. Their displays ry 
are. arranged with a strong touch of ithe de 
beautiful and exotic, but a weather eye is Co 
kept alert for the effect which means more fa 
money in the cash register. Displays are fri 
planned carefully to add to the attraction th 
value of the merchandise, and to enhance TI 
the prestige of the store. It is the combina- sl 
tion of artistic and selling display which ms 
takes most Los Angeles displaymen out of i 
the window trimmer class and makes them Th 
merchandisers. They have a vital part in ~ 
the promotion of the commodities handled a 
by their particular stores. lig 
Fortunately, the leading stores have man- wh 
agements which realize that liberal appro- Th 
priations for window and interior displays Spi 
bring bigger results in sales. Thus the use eat 
of better fixtures, more detailed presenta- I 
tions, and better selling displays are made sho 
possible. loc! 
Lack of space prevents showing more than vob 
a few Los Angeles and Hollywood displays. rug 
However, three stores are represented by the the 
six photographs with this article. The first like 
two at the left are of displays created by sho 
Aubrey L. Maley for The Broadway, Holly- vid 
wood. The upper display, showing two dite 
mannequins garbed in dark ensembles F 
trimmed with fur, used a large sheet of bur- Pow 
nished copper on which the pedestal was 
placed. This pedestal was of a beige color “i 
with copper trimming. The basket was also ” 
copper colored, the flowers reproducing the a 
red pom-pom dahlia. Chromium rods in flute 
pairs were used in the panels of the back- 99 
ground for additional decoration. The show = 
card was held in a modern card-holder. , M 
The second photograph shows a presenta- vi 
tion of fur-trimmed coats, with wine-colored it 
accessories. A large pedestal type urn held “i 
natural laurel branches which were sprayed oe 
abou 
they 
merc 
ever} 

—The two upper photographs on this page 

are of displays created by Aubrey L. Maley, 1G 
The Broadway, Hollywood. The lower pic- Tran 
ture is of a fall opening display by Jack J. 
Dean, Brooks Clothing Company, Los Kling 
Angeles. Descriptions of the displays ove been 





contained in the article— 
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—lIn the upper display Jack Dean, Brooks 

Clothing Company, divides a long window 

into groups by the use of a certain color 

combination for each unit. The two lower 

pictures show displays by Louis J. Porchia, 
Bullock's, Los Angeles— 


to match the accessories. The steps and 
columns were movable. They were painted 
to match the regular background, which is 
dene in a light beige, trimmed in chromium. 
To plastic pouter pigeons, also in wine 
color, were perched on the column bases. 
The felt floor covering carried out the wine 
shade, and the window cards were cleverly 
designed to resemble scrolls. The stateli- 
ness of this display treatment made an espe- 
cially good effect. 

The lower photograph at the left and the 
upper picture on the right are of displays 
designed by Jack Dean, Brooks Clothing 
Company, Los Angeles, for that company’s 
fali opening windows. The _ background 
frames were of walnut, with the inside of 
the panels finished in ashes-of-roses moire. 
The removable copy inserts dramatize the 
merchandise and introduce an innovation in 
machine-printed cards, since the copy ap- 
pears over the artist’s sketch in each case. 
The cards were 25 inches by 35 inches. The 
panels were flanked by ruscus trees, bronzed 
in copper, and held in plastic urns. Indirect 
lighting was concealed by plaster troughs, 
which, like the urns, were in cream color. 
The floor covering was of Kinkimo cloth in 
Spanish orange. Each clothing unit carried 
out a certain color combination. 

Louis J. Porchia created the displays 
shown in the two final photographs, for Bul- 
lock’s, Los Angeles. The first, an interior 
arrangement for the display of Persian silk 
rugs, made full usé of the natural beauty of 
the merchandise. The rugs were handled 
like true objects of art, skillfully draped to 
show their soft tones and glamorous pat- 
terns. Smaller rugs were hung at appro- 
priate spots on the surrounding walls. 

For a window display of perfume and 
powder, Porchia staged an elaborate setting 
which produced exactly the exotic atmos- 
phere necessary to dramatize such toiletries. 
The graceful curves of the winged seat, the 
Mannequin entirely in flowing white, the 
fluted pillars with their odd bases and wire 
outlines at the top, all contributed in making 
this window outstanding for the promotion 
of such merchandise. 

Many other Los Angeles displaymen are 
accomplishing splendid results from their 
displays, besides the three examples shown 
here. But in every case the results come 
about through the thoughtfulness with which 
they combine artistry with a knowledge of 
merchandising. They are merchandisers in 
every sense of the word. 





J. G. Bigelow 
Transferred 

J. G. Bigelow, display manager, J. G. 
Kline Company, Grand Rapids, Mich., has 
been transferred to the company’s depart- 
ment store at Charleston, III. 
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Aids Tire Sales 


By R. G. HENRY 


The Goodyear Tire & Rubber Co., Inc., Akron, Ohio 
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“Yeah, I guess I ought to trim my win- 
dows, but I don’t know how to go about it,” 
formerly said the dealer when he was urged 
by the Goodyear representative to take ad- 
vantage of his display space. 

“Well,” said the salesman, “here are some 


moo 
bce 


GUARANTEE 


posters and a couple of cut-outs. You can 
use these.” 

The dealer and the Goodyear man then 
started to work. But neither was an expe- 
rienced window dresser and the natural re- 
sult was a display that didn’t attract a great 
deal of attention and usually was not a 
credit to the merchandise. 

And besides, the sales representative just 
couldn’t take time to help every one of his 
dealers install windows every time he called. 

The too-general condition was an un- 
satisfactory situation all around—many 
dealers without window displays or displays 
that didn’t produce results; too much time 
spent by the representative in helping deal- 
ers install displays; a large waste of mate- 
rial, 

So what to do? 

It would have been possible to supply 
ready-to-set-up displays without .cost to 
dealers, but this idea was discarded because 
of the expense and because of the well- 
known maxim that what costs nothing is 
little valued. It was felt that many dealers 
would not use the material properly or per- 
haps wouldn’t use it at all, with a resultant 
tremendous waste. 

Out of this experience and this thinking 
the Goodyear window display service was 
developed. And of the many items of splen- 






























did advertising and selling assistance of- 
fered, the window display service is ihe 
most popular with the dealer. 

The dealer shares in the cost of the sery- 
ice, being billed in advance at a certain price 
for the service. The display is ready to 
install, crepe paper is furnished, and an in- 
struction sheet shows how to put it in. 
Everything is there, usually not more than 
thirty minutes is required to install the dis- 
play, and because the dealer has money 
invested in it he uses the displays. 

The window display service offers the 
dealer three choices: 

He can obtain the “one-a-month” service, 
which gives him a display each month for 
twelve months. 

For dealers who don’t want a Goodyear 
display every month, there’s the “every- 
other-month” service. 

For dealers who want only six displays, 
but in consecutive months, the “May-to- 
October” service is available. 

Of course, Goodyear window display serv- 
ice has seen a number of changes since its 
inauguration. It started out as a rather in- 
flexible affair, but time and experience have 
indicated a number of desirable changes— 
and these have been made. Perhaps other 
changes will be made in the future. 

Not all Goodyear dealers subscribe to the 
service, largely because many of them, in 
filling station types of buildings, do not have 
adequate space. But the great majority of 
dealers who have good or fairly good win- 
dow display space are regular subscribers 
year in and year out. 

The result has been that all over the coun- 
try thousands of dealers are taking pains 
carefully to install uniform, attention-getting 
displays—and thus these dealers are effec- 
tively dressing up their establishments and 
selling more Goodyear tires. 





Berry-Burk Company 
Wins Display Award 

The Berry-Burk Company, Richmond, Va., 
has been awarded a silver trophy for the 
best window display on view during the 
Grace street autumn exposition, held a short 
time ago. 


—Two of the displays offered Goodyeor 
dealers by the company's window display 
service. To insure that the displays will be 
used, the dealer is billed in advance at 
certain price for the service, the manufc-- 
turner bearing the rest of the cost. Tie 
dealer contracts for the particular disp! .y 
service best adapted for his individual :°- 
quirements, three different forms being op’ 
to his selection— 
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Twin City Clubs 
Hold Frolic 

The final get-together frolic for 1936 of 
the St. Paul and Minneapolis display clubs 
wa: held November 12 at the St. Anthony 
Commercial Club, Minneapolis. Extensive 
preparations assured the success of one of 
the best parties ever held by the two organi- 
zat‘ons. The evening began with a well- 
ari inged dinner and entertainment, followed 
wit: dancing. Bridge was enjoyed by those 
menbers who preferred cards. 

Most of the members of the Minneapolis 
Di-play Guild were assigned active com- 
miiice duties to accelerate interest, and 
wives of displaymen were called upon to 
hel); make the affair memorable. The com- 
mii'ees were as follows: 

ladies’ auxiliary: Mesdames F. Dodson, 
L. ©. Hier, Val Thomas, H. Sandquist, G. 
Stenhens, H. Benson, F. Waters. Refresh- 
metit committee: William Tabiaka, John W. 
Thomas Company; Otto Christiansen, Fore- 
man & Clark; E. Swenson, Gamble-Skogmo, 
Inc.; G. Urlie, Millers Cafeteria. Prize 
cominittee: F. Dodson, Carr’s; H. Sandquist, 
Powers Mercantile Company; L, Mix, Mau- 
rice L. Rothschild & Co.; C. Boren, Gamble- 
Skogmo, Inc. Entertainment committee: S. 
J. Schile, Salkin-Linoff Company; I. Sten- 
ger, Minnehaha Liquor Store; C. Person, 
Gamble-Skogmo, Inc.; E. Poss, Mutual 
Hardware Company; C. Anderson, Warner 
Hardware Company; C. Westvig, Juster 
Brothers. Ticket committee, W. Erarden, 
Standard Clothing Company; W. Umreit, 
Dayton Company; L. Schubert, Gamble- 
Skogmo, Inc.; G. Stephens, Stephens Dis- 
play Company; F, Waters, R. Trisler. 





Device Makes Possible 
Raised Lettering on Cards 

A “pen” which letters in raised characters 
of plastic wax has been announced by Ad- 
vertising Plastics, Inc., 480 Lexington 
avenue, New York, N. Y. The soft wax 
pours from the feed point directly onto the 
card, hardens immediately and leaves an ele- 
vation of solid, porcelain-like material that 
does not chip or come loose. The lettering 
may be done, on any surface, in eighteen 
colors and black and white. The device 
is said to give a new distinction, prominence, 
and selling power to show cards. 





Hans lhle Resigns From 
Franklin Simon & Co. 

Hans Ihle has resigned from Franklin 
Simon & Co., New York City, and has been 
replaced by George Wells, who joined the 
Store’s display department a short time ago. 
Wells was formerly with Lord & Taylor and 
Montgomery Ward & Co. The plans of Ihle, 
who was with Franklin Simon for many 
years, have not yet been announced. 





Loersch To Manufacture 
Display Materials 
Philip Loersch has leased space in the 
building at 1027 Jefferson avenue, Buffalo, 
- Y., where he will engage in the manufac- 
ture «{ display materials. 
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The Following Firms on State 
The Lazves Ce Street are Users of the 


CUTAWL 


CARSON PIRIE SCOTT & CO. 
MANDEL BROS. 

CHAS. A. STEVENS & CO 
THE DAVIS CO. 

SEARS, ROEBUCK & CO. 
THE FAIR 

THE BOSTON STORE 

W. T. GRANT 

S. S. KRESGE 

F. W. WOOLWORTH 





WALGREEN'S 
LIGGETT'S 
REPUBLIC BLDG. MERCHANTS’ 
ASS'N 
McCRORY BLDG. 
State Street, famous throughout the world for CONGOLEUM NAIRN 
its beautiful show windows, has been an im- WEXTARK RADIO STORE 
portant factor in the improvement in display DAVID SHUMAN 
advertising the country over. Displaymen CHICAGO THEATRE 
everywhere look to State Street for inspiration STATE-LAKE THEATRE 


and ideas. 

Today State Street is a CUTAWL 
street. The windows of practically 
every important store attest the ver- 
satility and worth of the Cutawl. 


You, too, can have "State Street'’ windows if you own 
a Cutawl. Get one immediately—our Time Payment 
Plan makes purchase easy. Send the coupon for full 





information. 
INTERNATIONAL REGISTER CO. 
13 S. Throop Street Chicago, Ill. 
INTERNATIONAL REGISTER CO., 13 S. Throop St., Chicago. 11-36 
Please send me catalog and details of your easy payment plan. 
SEIN Sacre ass oinin’s 1 dial sig o'vleaja aU GhS OGAeR a eR DES On Go ucla sii ad Salted oe aati oan mer we ane 
MING G6 sicinceebcin ngs aids tgp taka dint banka oir: i tee paeketendaa ae 
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Solving “Small-Town” 





The heading given this article is broad 
and, to my mind, can not be covered ade- 
quately in one, two, or three articles. In 
fact, a whole book could be devoted to this 
subject and still not cover all of the prob- 
lems that confront the average small-town 
displayman. 

His first vital problem is in convincing 
the management that it is just as essential 
to trim his windows in an attractive, sales- 
inviting manner as it is for the larger stores 
in the nearby cities, especially if he intends 
to hold his home-town trade and not see it 
go to the more inviting city stores for the 


By WILLIAM M. OUZTS 
Mayer & Schmidt, Tyler, Texas 


more profitable, style-right merchandise. 
The general manager of the small-town 
store will tear his hair because the banker’s 
wife goes to the city for her fall wardrobe 
when the local store has just as good mer- 
chandise, and just as style-right apparel, too, 
for that matter. He can not understand why 
the town’s social set seldom, if ever, con- 
sider his merchandise when they buy their 
formals for the country club dance, when he 
is retaining a buyer in New York to keep 
him supplied with the latest style sensations. 
And here is the reason he goes around in 
a fog: he, as a rule, has no conception of 








Give Dada Tie 
Fathers Day Spectal 


* 





Display Droblems 


modern display. His main idea is “to put 
it in the window so people can see it.” He 
does not realize that merchandise of iny 
description must be shown in the proper 
atmosphere if it is to invite the attention of 
the public and awaken a desire within that 
same passing public to possess the displayed 
article. He can not realize why a stuart 
ensemble of the latest 1936 trend looks out 
of place in a 1926 setting. 

And so the small-town displayman’s first 
problem is to convince his boss that if he is 
to sell merchandise at a profit he must first 
build up an attractive and inviting environ- 
ment peculiar to the class of trade he de- 
sires to attract. Assembling the correct 
merchandise in the store is only half the job 
—the other half-is selling it at a profit. This 
can be done through comparison of his store 
with that of others of the same calibre that 
have already recognized the all-importance 
of the proper use of advertising and display. 

When that first step is passed, the small- 
town displayman is faced with another hard 
nut to crack, namely, obtaining the neces- 
sary funds properly to display or advertise 
his wares. Display and advertising are more 
or less looked upon as necessary evils by 
the average small-town merchant. That 
may be putting it a little strong, but at any 
rate they are reluctant about spending money 
along such lines. The average “boss” in 
the smaller stores has the mistaken idea that 
displaymen are modern Aladdins and that 
all they have to do to produce an attractive, 
sales stimulating display is just to rub the 
magic lamp and presto! there it is. The boss 
will go to market and see some particularly 
outstanding display, or see a photograph in 
some trade journal that strikes his fancy 
and come running to the displayman to have 
it reproduced in his own window. Then he 
has a stroke of apoplexy when he is told 
that it will require this, that, and the other 


—The larger poster was done by hand from 
a Vogue cover with the aid of a projection 
lantern. The colors were various shades of 
brown on a canary yellow background. The 
large lettering was brown on buff. The plat- 
forms were of black with a canary yellow 
runner. The displayers were in peach— 


—Many ties were sold by this Father's Day 
display. The poster head was a reproduc- 
tion of a tie manufacturer's advertisement, 
and was done in tones of white, gray, red, 
and black. The background was of wull- 
board, painted a flat black. Gift sugves- 
tions of varicus types were shown in the 
niches. The top of the platform was cove ed 
in a gray-green fabric— 
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—A blue striped panel was set before the 
permanent white background for the display 
of Artcraft hosiery. The method used to 
show the merchandise on the slanting sides 
of the platform is a good way to individu- 
alize the commodity. The window was used 
in connection with a ten-day sale of Art- 
craft hose— 


—For the Hickok display the background 
was black. The corrugated panel at the 
left center and the displayers at the right 
were in a pastel green. All figures were in 
ooster colors, gray, white, and black. The 
arm of the man was attached to an electri- 
-al pendulum unit which gave motion to 
the display. The platform was covered in a 
medium chrome green fabric— 


property or decoration and that such things 
cost money. And it is still a problem as to 
how best go about getting a fair budget 
on which to operate. 

I once worked in a store fairly close to 
one of Texas’ largest cities. I had a front 
125 feet long (ten windows) to trim. In the 
city referred to was a much larger depart- 
ment store. Its front was slightly larger 
than mine and there were twelve windows 
against my ten. The display manager in the 
city store spent around $2,000 for his fall 
trims, flowers, decorations, etc. When I 
went to my employer for an allowance for 
the same purpose I was given $15 for flowers, 
and told that I could buy a limited amount 
of wall-board and paint from a local lumber 
yard with which to build backgrounds and 
set pieces. Of course, the volume of the city 
store was five or six times as great as that 
of the store for which I was working, yet I 
was faced with a problem almost as great 
as the displayman in the larger store, and 
expected to produce as nice and attractive 
displays as he on a fraction of the expense. 

Naturally I didn’t expect to be given $2,000 
to spend, or even half that amount. But I 
have often wondered how much greater vol- 
ume we would have done that season had 
I been allowed even $200 to spend on deco- 
rations. Again, I believe, providing you can 
get the figures, comparison with a more suc- 
cessful store of your own general size and 
location is the best method of breaking 
down this obstacle. 

The time element is another boogie-man 
that confronts the small-town displayman. 
Most of us who have any ideas at all and 
have learned how to use a saw and hammer 

[Continued on page 32] 


—The bride was placed before a panel cov- 
ered with light blue material, banded with 
silver. The platform upon which she stood 
was a shiny black. The two displayers on 
the platform were of a soft peach tint. The 
flowers in the vase were illuminated by a 
light concealed within the vase— 


—The final photograph illustrates how pos- 
ters and other dealer helps can be used to 
advantage. This window featured Everfast 
fabrics and Butterick patterns. It proved a 
good drawing card for the Butterick-Everfast 
style presentation of that week— 
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—This jumble basket counter display has 

strong human interest appeal. Produced 

for Schrafft's by Brett Lithographing 
Company— 
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—The Sampler display has been used for —For the American market, Rose's lime 


fifteen years by Stephen F. Whitman & 
Son, Inc., Philadelphia, and is still going 
strong. The display shown here was 


juice is being temptingly packaged in 
especially designed bottles produced by 





Owen's Illinois Glass Company. Aitrac- 
lithographed in nine colors by the Brett tive labels as well as display cards which 
picture the bottle and carry the "perfect Lowe 
mixer" phrase are being produced by the C 


The Forbes Lithograph Co., Boston— 


Lithographing Company, Long Island 

City, N. Y., in conjunction with F. Wallis 

Armstrong Company, Philadelphia adver- 
tising agency— 
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—Packed in a cream and gold box with 
doors for a lid, this bathbox by Harriet 
Hubbard Ayer presents a most attractive 








appearance on retail counters or in win- 
dows. The handsome box will not "wilt" 
in the humid atmosphere of the bath- 
room— 


& 
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W. F. Brink Retires 
After 47 Years in Display 

W. F. Brink, after forty-seven years of 
active display ‘work, has resigned as display 
manager for Maurice L. Rothschild & Co., 
Minneapolis, and has entered into permanent 
retirement at his new home in Monticello, 
Iowa. Brink had been with the Minneapolis 
firm for eighteen years, and was an out- 
standing men’s wear displayman as well as 
being an exceptionally good card writer. 
Duriig his years of service in the display 
field he was employed at various times in 
Cedar Rapids and Davenport, Iowa, New 
York City, San Francisco, Chicago, and 
Minneapolis. His many friends regret see- 
ing him leave the profession, but wish him 
many happy years of contentment in his 
new home. 

Brink is succeeded as display manager at 
Rothschild’s by Lyle Mix, his former as- 
sistant, who has been with the firm for the 
past eight years. 





Tennent Displays Win 

First Honors 

The window displays of Malcolm J. B. 
Tennent, Meier & Frank Company, Port- 
land, Ore., were adjudged the best in the 
department store class in connection with 
a display contest held during Portland’s fall 
fashion opening. Old’s, Wortman & King 
took second place, with Lipman, Wolfe & 
Co. placing third. In the specialty shop 
division, Bedell’s took first honors, followed 
by the Eastern Outfitting Company, and 
Charles F. Berg, Inc. The awards for men’s 
wear shops were carried off by George 
Lowenson & Son, Crabbe-Pallay, Inc., and 
the Oregon City Woolen Miils. 





Display Fixture Trailer 
Placed in Service 

The display fixture department of Carson 
Pirie Scott & Co., Chicago, Ill., recently 
introduced an innovation in fixture selling 
by stocking an automobile trailer with their 
line and starting the mobile show room on 
a concentrated tour of the Midwest. W. F. 
Kramer, salesman, has charge of the expe- 
dition. J. J. Sullivan, manager of the fixture 
department, reports a good increase in sales 
as a result of using the trailer. 





Furniture Store Wins 
Local Contest o 
The Middlesex Furniture Company, New 
Brunswick, N. J., was awarded a silver cup 
for its display in connection with a local dis- 
play contest sponsored recently by that city’s 
chamber of commerce to stimulate interest 
in a sectional football game. Winners of 
second and third places were the Jean Dress 
Shop and Elm Row Dress Shop, respectively. 





Johnson In Demand 
As Speaker 

R. O. Johnson, Commonwealth-Edison 
Company, and president of the Chicago Dis- 
Play Club, has been doing quite a bit of 
Public speaking recently. His last two ad- 
dresses were made before the North Shore 
Kiwanis Club, and the Garfield Park Busi- 
ness Men’s Association, Chicago. 
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MsSanta Cixus is always interesting, body moves from left to right, and the 


but an animated figure of the old gent action is produced by the Pendulum 
will attract from 9 to 25 times as many Power Unit, a trouble-proof, electrically 
people as will a still display. operated device costing less than one 



























cent per day for current consumption. 


And that 9 to 25 - 
x a ane The display is 40 inches long, 28 inches 


tunities of selling your merchandise. 


high, and a space has been provided 
Aduits, as well as the kiddies, will for a showcard 15 inches by 20 inches. 
: enjoy this unusual animated display. Price, $35.00, f.o.b., factory, sales 
Strongly constructed for service both and other taxes not included. 
: this year and next, the display is rea- Be sure to specify whether A.C. or 
sonably priced. The upper part of the D.C. current is used. 
“MOTION SELLS MORE GOODS”—MOTION DISPLAYS INC. 
27 Ryerson Street, Brooklyn, N. Y. 









with the new 


7 PLASTIC-RITE PEN 


Look at that Dollar Sign ... clean-cut, sharp, shining, exactly as the Plastic-Rite 
Pen made it. No trouble or fuss. Just a bar of wax, a bit of current . .. and there 
it is, deposited directly upon the cardboard! Easy work. And easy money for you! 
You can do so many new and remarkable things with this Pen that you're actually 
losing profits every day you make signs without it. Get the facts and see for your- 
self. No cost or obligation. Simply mail the coupon NOW. 


ADVERTISING PLASTICS, Inc. 


480 LEXINGTON AVE. NEW YORK CITY 


3 sa sesececesaace SSS ee eesesesesesessesessseseseessssass sesesaceace 
, ’ ADVERTISING PLASTICS, INC., Dept. D-il, 
480 Lexington Ave., New York City. 


Send at once full details about the new Plastic-Rite Pen. 
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Black and White Cards 
Have Simple Dignity 


The use of pen and ink in the production 
of window cards has always been a favorite 
form of sign writing with me because the 
finished result is peculiarly attractive. Ef- 
fects are possible which can hardly be 
duplicated by any other method. Minute 
detail and delicacy of treatment may be 
achieved—indeed, they are absolutely neces- 
sary if the card is to be fully effective, for 
nothing detracts so much from a _ pen-and- 
ink show card as careless treatment. 

The simple dignity of a carefully executed 
black-and-white card is admirably adaptable 
to practically any kind of merchandise. But 
it is when used in conjunction with formal 
wear or highly styled apparel that this type 


By L. E. SUMMERTON 
Memphis 


card blends best with the general atmos- 
phere of quality which such displays must 
have. The card tells the story clearly— 
here is merchandise which is for those who 
appreciate the best. 

Consequently the fine detail work which 
helps the appearance of the card so much is 
not time wasted. It is just as important as 
to see that the display background has no 
unsightly cracks, or that no mannequin has 
a missing finger or two. If a little extra 
care will make the card more impressive, 
then the time has been well spent. 

Black and white offers still another ad- 
vantage which color possesses to a relatively 
limited degree. By this I mean contrast. 


a NEVER 
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PHOTOGRAPH 
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Frames 
Extra 
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Of course, one may use orange on black, or 
similar combinations, and secure effective 
contrast, but there is something almost 
startling in the contrast of a sharp black on 
a plain white background. It catches the 
eye immediately. The impression which 
reaches the brain through the eye is one of 
a definite image, sharp and clear. 

This distinctness of lettering or illustra- 
tion holds true with the card in “reverse’— 
that is, where large spots of black are used, 
with white lettering or designs showing 
through. This is illustrated by the card in 
the center of the accompanying photograph. 
Note that the stars have snap to them; there 
is no blurring or fading; their lines are 
clear. This use of “mass” black always aids 
in dramatizing window cards. 

As an example of how painstaking detail 
can improve a_ black-and-white card, the 
jewelry poster in the upper right corner of 
the photograph may be cited. Careful ex- 
amination will show that the ring is com- 
plete to the last facet. Tiny lines make the 
intricacies of the carving look real. The 
ornamental flowers in the design are empha- 
sized by shading. 

Through an error in developing the photo- 
graph of these cards, the one at the upper 
left looks gray, rather than black. The same 
is true of part of the card at the lower 
left. In reality, each ofthese cards had the 
same sharp contrast which characterizes the 
others. 

At the lower right the head of Santa Claus 
again shows the effect which can be obtained 
through attention to detail. The face is 
composed of a myriad of pen strokes, with 
cross-hatching giving deeper intensities of 
shading. 





Knoxville Firm Purchases 
Cady Display Service 

The Cady Display Service, Chattanooga, 
Tenn., has been bought by the Knoxville 
Display Service, 914 North Central avenue, 
Knoxville, Tenn., and in the future will be 
operated as the Chattanooga Display Serv- 
ice, 231 East Eleventh street, Chattanooga. 
The Knoxville firm has been associated with 
Window Advertising, Inc., since its incep- 
tion, and the new acquisition will also be 
associated with W. A. I. 


—Cards carefully done in black and white 
are hard to excel for all-‘round use, but are 
especially valuable for displays inve'ving 


formal or highly styled apparel— 
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Gilchrist Company Wings 
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“*Pparade’? Contest 


First prize of $100 in the third annual 
window display contest sponsored by the 
International Silk Guild in connection with 
the Silk Parade for 1936 has been awarded 
to The Gilchrist Company, Boston, Mass., 
Fran Early, display manager. The remain- 
ing prizes have been placed as follows: 

Second, $50, Bullock’s, Los Angeles, Calif., 
Louis Porchia, display manager; third, $50, 
Mac] iougall & Southwick Company, Seattle, 
Wasi:., J. Allyn Dean; fourth, $25, Hale 
Bros., San Francisco, Calif., J. J. Damioth; 
fifth, $25, B. Altman & Co., New York, N. Y., 
Richard Wallace; sixth, $25, The Kleinhans 
Company, Buffalo, N. Y., Clement Kieffer; 
seventh, $25, The Killian Company, Cedar 
Rapids, Iowa, M. H. Luber. 

The following stores were cited for honor- 
able mention; their display managers are 
also listed: Fowler, Dick & Walker, Inc., 
Binghamton, N. Y., B. J. Alexander; Hale 
Bros., San Francisco, Calif., J. J. Damioth; 


G. M. Hedderich & Co., Williston, N. D., 
Argyll Torbert; Leavitt Stores Corporation, 
Manchester, N. H., Ray W. Parks; Lord & 
Taylor’s, New York, N. Y., Daniel O’Clare; 
John C. MacInnes Company, Worcester, 
Mass., S. W. Russell; R. H. Macy & Co.,, 
New York, N. Y., I. C. Eldredge; Martin 
Dry Goods Company, Cedar Rapids, Iowa, 
F. E. Ellwood; Namm’s, Brooklyn, N. Y., 
Dirk Luykx; George B. Peck Company, 
Kansas City, Mo., George H. Wagner; C. H. 
Yeager Company, Akron, Ohio, N. R. Spin- 
ney. 

Judges of the contest were Helen Corne- 
lius, Harpers Bazaar; Jessie Daves, Vogue; 
Lester Gaba, artist and designer; Polly Pet- 
tit, director, New York School of Display, 
and V. W. Sebastian, DISPLAY WORLD. 

The awards were made on the following 
basis of percentages: 40 per cent for “selling 
power;” 30 per cent on artistic quality, and 
30 per cent on originality. 














—First prize winner, 
The Gilchrist 
pany, Boston, Mass.— 


Com- 


—Second prize winner, 
Bullock's, Los Angeles, 
Calif.— 





























—third prize winner, 

MacDougall & South- 

wick Company, Seat- 
tle, Wash.— 





















































Tacks Drives 
Wallboard, 3” 
Letters, and 
Frames 


’ ONE-HAND 
Yo TACKER 


OR tacking wallboard, letters, frames, 
etc., display and sign men find the 14- 
inch Hansco Tacker saves time, labor, 
materials—and does a neater, better job! 
Sotid, powerful, controlled blows leave 
no dents or hammer 


marks. Investigate. 





Ask for T-48 Folder 


A. L. HANSEN MFG. CO. 


5041 Ravenswood Ave., Chicago 


























The cut-out arm of the boy turns the disc at 
any speed required ... A short length of bent 
wire with the rubber strip in one end and the 
other attached to a motor will invisibly do the 
same thing. Speed is regulated by the angle 
of the rubber strip. 


Just one of the hundreds of practical 
motion ideas, both merchandising and 
mechanical, to be found in the 250 
pages and 230 illustrations of 


DISPLAY ANIMATION 


The Year Book of Motion Displays 


Postage extra— 
$5.00 Outside of U. S. A. $6.00 
We prepay postage when remittance accompanies order 


REEDER --- MORTON 
PUBLICATIONS, INC. 


151 FIFTH AVE., NEW YORK CITY, N. Y. 
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Distillers Should Study 
True Display Value 


With the repeal of prohibition, liquor came 
once again into the field of merchandising. 
Not having prior experience in retailing 
their products, there has been a fumbling ef- 
fort by some liquor interests for correct 
methods of distribution and advertising. 
There have been many mistakes made, not 
the least of which is their use of display and 
their attitude toward window display and 
reputable installation service companies. 

Window display as it is being used today 
by many distillers is an economic waste 
which eventually reverts to the consumer in 
the form of higher prices. Profiting by the 
experience of manufacturers of other prod- 
ucts, who have been using window display 
extensively during the past decade, might 


height at that time, many men who were for- 
merly employed as window trimmers by 
manufacturers or installation service com- 
panies took advantage of the situation and 
began offering their services as free lances 
at very low piece-work prices. The liquor 
manufacturers, not having experience in the 
field, took these outrageously low figures as 
representative of existing costs for window 
display installation service. 

The established service companies were 
immediately placed on the defensive. As a 
consequence, established costs for such serv- 
ice were lowered. However, by lowering 


prices fixed through many years of bitter 
competition, they also lowered their stand- 
ards to some extent. 





Kessler’ -\Kesslers ; 
a ate 
eserves e aii _s 


do the distillers a great deal of good and 
save them a great amount of wasted money. 

At the present time the motto of most of 
the distillers seems to be: “How cheaply 
can displays be bought?” This idea is also 
reflected in the practice of many of them in 
having their displays installed by any indi- 
vidual or company which makes a bid for 
the business—providing the bid is low; so 
low that it is impossible for the installer to 
make a reasonable profit, or any profit at all. 

The advent of the liquor era opened what 
seemed to be a new field for the reputable 
installation service company. However, on 
account of the depression, which was at its 


—Typical examples of good liquor displays 
installed by a service company of unques- 
tioned reputation. Kessler ties up their dis- 


play with current events, while Mr. Boston 


focuses attention on "A Taste Sensation" — 
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Costs analyses made during 1932 and 1933 
proved that at that time the selling price for 
installation work was already low enough. 
Therefore, if prices in 1936 are lower, there 
is no question but that it is impossible to 
make a fair profit in this trade. 

The distillers, however, did not have ex- 
perience in the field of window display in- 
stallation. They did not know, and do not 
know now, that the irresponsible free lance, 
who has no reputation to lose, who has no 
real business to protect, and who docs not 
have personal supervision by someone who 
knows the game, really received more than 
the legitimate companies, because many of 
the free lances put through, and are now 
putting through, “fake installations” as the 
only way in which they could possibly make 
a profit. Such conditions can not exist in 
a well-managed, supervised window display 
service organization. The cost may be a 
little higher for the latter—and not very 
much, at that—but the insurance of receiy- 
ing good displays carefully installed in ex- 
cellent locations is well worth it. 

Besides the points enumerated above, the 
distillers seem to be under the impression 
that window display is only something to be 
given the retailers as a present. Most of 
them do not seem to realize that display is a 
powerful advertising medium with a circu- 
lation far superior to any other that they 
can buy for the same investment. To illus- 
trate the point that the distillers have little 
conception of the broad scope of window 
display, an example may be cited. A few 
days ago the manager of a certain area 
called on «a well-established service com- 
pany. After seeing how such an organiza- 
tion functions, he remarked: “I did _ not 

[Continued on page 26] 


LD 
| Sn BOSTO 


‘range 
Sine 


Noi 





Note 


130 V 


SAM 
on RE 


» 


Boston 


eae oe 

















November, 1936 















9 
SPARKLE FABRICS 
CELLOPHANE FRINGES 
VELOURS & PLUSHES 
RAYON AND 
°° di COTTON ROPING 
Note ou 
N. ¥Y. Address 


130 Vi. 46th St. 


e 
DISPLAY PAPERS 
METAL CLOTHS 


® 
DIE CUT METALLIC STARS 


e DIE CUT METALLIC 
LETTERS 
CHROME METALFLEX 
SAMPLES CHROME LETTERS 
@ 
on REQUEST JUMBO CORRUGATE 
VIVIDEC 
GLASSINE 
e REY TRIM 


COROBUFF 


N. Y.—130 W. 46th St. 
Chicago, 6 E. Lake St. 
St. Louis (DeSoto Hotel) Cleveland Detroit 


Boston 








JOBBERS 


Do not forget that we have 
3 full mannequins to retail at 


3 for 5100.00 


We manufacture a large assortment of 
mannequins with removable wigs, and also 
with molded hair, from sizes 12 to 40. 





Full head size 34 figures (Mannequins) 
with or without glass eyes, split legs. 
Our price will retail as low as $26.50. 


Our assortment of children's figures are of 
better quality and appearance. 


Our prices have gone up a little, but our 
quality remains better than ever. 


FELIX MASSO 


215 West 20th St. New York City 











BEAUTIFUL CATALIN LETTERS 


Mounted On 
MIRRORS FORM-BAK 
Blue Black Green a highly-polished, weather- 
Rose Pink proof background made in 


any color, 


American Display & Novelty Co. 


% West 22nd Street New York, N. Y. 
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"Photography Year Book’ 
Released 

The Photography Year Book for 1936-37 
has just been released by the publishers, Cos- 
mopolitan Press, Ltd., 48 Fetter Lane, Lon- 
don, E. C. 4. The huge book is filled with 
hundreds of photographs which displaymen 
will find of interest because of the wealth 
of ideas and suggestions for displays. A 
section is devoted to advertising photog- 
raphy, while others cover seascapes, fash- 
ions, animals, still life, trick photography, 
etc. Also valuable from the display stand- 
point is the fact that the illustrations convey 
many thoughts for general lighting, compo- 
sition, and general technique. The book is 
priced at 21 shillings, or about $5. 





"White Horse Inn'' Theme 
Enters Display Field 

“White Horse Inn,” which made its out- 
standingly successful debut on the New 
York stage a couple of weeks ago, has 
already been made the basis of some bril- 
liant window and interior displays by Old 
King Cole, Inc., Canton, Ohio. Following 
the Tyrolean theme around which the musi- 
cal comedy is laid, the displays are especially 
adaptable to ski shops, snow carnivals, and 
similar promotions. Fifteen different dis- 
plays are available. Typical of the group 
is a life-size ski jumper mannequin at $35. 


Another Embarrassed 
Displayman! 

A New York City columnist reports wit- 
nessing the following incident early on the 
day after the presidential election: “In a 
hat shop of Fifth avenue, a very embarrassed 
window dresser hastily removing a display 
of—brown derbies! Conscious of the 
group outside the window, who were thumb- 
ing their noses at the headgear that went 
from the Bowery to the du Ponts in one 
generation!” 





Boston Display Company 
Changes Location 

Albert Basse, Bas Man Displays, has an- 
nounced the removal of the company’s loca- 
tion to 31 Irvington street, near Back Bay 
station, Boston, Mass. The new quarters 
provide more space in a completely fireproof 
building. 


Lindner, Cleveland, 
Improves Windows 

New street and lobby windows have been 
installed for The Lindner Company, Cleve- 
land, Ohio, to secure better lighting and to 
make more display space available. 





SLEEVE FORMS 


The only Sleeve Forms made to conform 
with your specific need. The display man 
or merchant who specializes in individual 
styles of window displays will make his 
window trim an outstanding feature with 
Goodman Patent Flexible Sleeve Forms. 
Endorsed and Used by: John David, 
Broadstreets, Saks & Co., Stern Bros., R. 
H. Macy, Hearns, Montgomery Ward Co., 
Arnold Constable, Franklin Simon & Co., 
Weber & Heilbroner, J. C. Penney Co., 
Stein Bros., etc., etc. TURNTABLES GUARAN- 
TEED. Self oiling. Nothing to get out of order. 


Goodman Flexible Sleeve Form Co., Mirs. 


217 betas. * a ew York, N. Y. 











ISTRIBUTORS WANTED 














MAXIMUM SALES 


from 


WINDOW DISPLAYS 


For effective window display in- 
stallation service, consult a nation- 
wide organization which has been 
working as a co-ordinated group 
for over eight years. 


Let us help you plan correct cov- 
erage, secure the choicest loca- 
tions, and install all displays 
uniformly with true professional 
skill and in the time scheduled. 
We render national, regional or 
local service. 


For list of our 142 Associate 
Offices, serving 5,886 cities and 
towns, write: 


WINDOW ADVERTISING INC. 
AND ASSOCIATES 


175 Fifth Ave. 560 W. Lake St. 
New York Chicago 














STEVENSON ANIMOTOR 


Guaranteed Four-Shaft Motor For 


MOTION DISPLAYS 


110 V.—60 Cycle—A. C. or Universal 


FOUR DOUBLE-END SHAFTS 

Fast Rotary—50 r.p.m. 

Slow Rotary—6 r.p.m. 

Indexing—60°, 6 Stops 

2 Secs. Motion—8 Secs. Still 

Oscillation—70°, 10 Sec. Cycle 

Reverse Direction Each End 
Rubber Grommets, for use in mounting, 
eliminate vibration and _ insure silence. 
Flanged adaptor for direct connection of 
motion piece to motor—no cams, strings, 
belts, pulleys, etc. 
Used nationally by Kelvinator, U. S. Rub- 
ber, General Electric, Goodrich, Crosley and 
others. 


D. M. STEVENSON ENGINEERING CO. 


2842 W. Grand Blvd. Detroit, Mich. 
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Ficsght Displays By Wagner 
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—The displays of George H. Wagner, George B. Peck Company, all of them are remarkable for their novelty and beauty of treatment. 
Kansas City, Mo., are among the best selling displays produced Wagner has the ability to visualize new and different displays, ard 
today by American displaymen. Practically all of them are char- the courage to try the unusual— 

acterized by a judicious and pleasing use of contrast, and certainly 
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The Blace of Light 


' In Merchandising 


By H. L. LOGAN 
Holophane Company, Inc., New York City 


Yhe function of stores is to sell mer- 
chandise. This function is best exercised 
when all the elements of the store contribute 
to it. Nothing should compete with the mer- 
chandise for the buyer’s attention. Fittings, 
surroundings, and decorations chosen for the 
sake of their own beauty and without direct 
reference to this purpose, may compete with 
the merchandise and weaken -its appeal. 

Stating this principle more directly, the 
merchandise should dominate the field of 
view. To do this, light should fall on it 
first, and then be reflected into the traffic 
areas and the store generally. This lighting 
principle is simply the extension to the store 
interior of the same methods that have long 
proved successful in show windows, but with 
such modifications as common sense dictates. 

Scientific lighting of stores (interiors and 
windows) implies an ascending scale of 
brightness in the field of vision presented by 
the store or window, with the merchandise 
occupying the peak of the scale. Much 
present-day store and window lighting brings 
about the reverse condition with either the 
lighting equipment itself, or the upper part 
of the store or window, at the top of the 
brightness scale and the merchandise some- 
where near the bottom. 

In the case of store interiors, light sent 
to the ceiling first makes it the brightest 
feature. It is the first to attract the cus- 
tomer’s eye. It “optically” depresses the mer- 
chandise and leads to an unnecessary increase 


in wattage in the show cases in an effort to 
compensate for it. 

If general brightness is used from ceiling 
or suspended fixtures, the lighting units are 
highest in the scale of brightness and attract 
attention, usurping the place of the goods in 
the customer’s field of view. Further, this 
common method treats the goods as part of 
the general backgrounds, lighted no more 
favorably than the walls, the aisles, and the 
ceiling, with the result that even the most 
skillful arrangement of merchandise takes on 
some of the characteristics of a confusion 
pattern. 

Controlled direct lighting is the most ef- 
fective method by which the merchandise can 
be given optical dominance. Fortunately, it is 
also the least costly way to transfer a given 
amount of light from the source to the field 
of view. 

According to charts compiled by the Illum- 
inating Engineering Society, the small, square 
store—say, 10 feet by 15 feet—requires two 
200-watt lamps, spaced 10 feet apart. The 

[Continued on page 30] 


— "Light ports" are located flush with the 

ceiling in this recent installation in Wal- 

lach's, Empire State building, New York City. 

The light is bent toward the merchandise on 

the shelves and counters. The light goes to 

the field of view instead of into the ob- 
server's eyes— 
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Tested Facts on Planning, Creating, Pro- 
ducing, and Distributing Point-of-Sale 
Material to Secure Maximum 
Sales-Stimulating Value. 


Ppealer Display 
Advertising 


By Michael Gross 


besa manual of dependable principles, 
sure-fire methods, and practical tips based 
on 20 years’ experience. Shows what to do to 
be sure of effective displays every time. 


Answers your practical questions: building dis- 
plays that seli themselves on sight; putting 
every inch of space to work; using motion that 
makes them buy; applying simple psychological 
laws that help you step up selling power; land- 
ing displays in windows that pay; selling deal- 
ers on sharing display costs; insuring longer 
use; winning clerk and dealer cooperation; fix- 
ing displays so they can’t be put to work for 
somebody else; and scores of other profit points. 
Sent for 5 days’ trial. No advance payment. 
If the book sells itself to you, just send $3.00 


plus a few cents to cover delivery. $3 00 
One page may be worth much more. e 


THE RONALD PRESS COMPANY 


15 East 26th Street, New York, N. Y. 














Metal Mouldings | 


Chrome, Brass and Copper, both plated | 
and solid, made in our own factory. 


Of course we have ali the staple shapes, | 
such as half rounds, ovals, flats, tubes, | 
etc., but we also have many different and | 
unusual shapes and designs. 


Our latest catalogue lists 75 stock shapes; 
write for your copy. 





We Specialize In Frames 


For the Trade 


AMES METAL 


MOULDING CO., Inc. 
226 E. 144th Street 
New York, N. Y. 
Matt Haven 9-7373 




















JUST A REMINDER! 


Write today for your 
copy of my 
SILVER 

ANNIVERSARY 
CATALOG No. 20 
One hundred eighty 
pages of supplies for 
Displaymen, Artists, 
Show Card Writers, 
Sign Painters—contain- 
ing everything modern 
and helpful in mate- 
rials. Just a postal 
will bring your copy. 


Bert L. Daily 


122 E. Third Street 
DAYTON, OHIO 
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Time Compares Advertising 
With Window Display 

A short time-ago Time, the weekly news 
magazine, ran the following advertisement: 

“If 650,000 people pass by a certain store 
in a few days, that store is a good place to 
display your product. 

“Tf 650,000 best customers pass by that 
store in a few days, it is an important place 
to display your product. 

“Tf 650,000 best customers not only pass 
but stop and look at everything in the dis- 
play window, it is a vital place to display 
your product. 

“Regularly at the close of every week 
650,000 best custonier families (2,000,000 
people) stop and look at everything in Time’s 
display window: its advertising columns. 
Space in this vital display window is more 
sought after, more used, than space in any 
other magazine window—and it is economi- 
cal.” 

When a magazine uses the value of win- 
dow display as a basis for illustrating the 
advantages of the publication’s advertising, 
it is an eloquent testimonial to the strength 
of display. But let us go a step farther and 
attempt to estimate the approximate cost of 
the two media for the circulation reached. 

Time bases its proposition on a circulation 
of 650,000 “best cystomer families.” It is 
hard to conceive of an important store, in a 
fairly large city, which would not have at 
least that many heads of “best customer 
families” pass its displays in the course of 
a week—-which is about the average “life” of 
a weekly magazine. True, there is no as- 
surance that such passersby will stop and 
study the display; but also there is no assur- 
ance that a reader will do more than glance 
at a magazine advertisement. That depends 
on the technical treatment given the adver- 
tisement, just as it does for a window dis- 


play. 
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It has been estimated that the average 
cost of popular magazine advertising is 
about $3 per page per thousand readers, 
which figure holds true in the case of Time, 
as their one-time page rate is listed by 
Standard Rate and Data as $2,175, or about 
$3.35 per thousand circulation. Thus the 
cost to the advertiser to present his mes- 
sage in this magazine of 650,000 circulation 
is about .0033 (thirty-three ten-thousandths) 
of a cent for each opportunity for reader 
impression, which is a very low figure for 
the excellent results Time is said to produce. 

The cost of a window display may vary 
from a few dollars up, depending on the 
store, the nature of the promotion, and a 
hundred other factors. Simply for compari- 
son, let us say that a display, which is to 
be used in’a window passed in a week by 
650,000 heads of “best customer families,” 
costs $100—which is high for the average 
window. Then the number of opportunities 
for sales impressions costs only .00015 (fif- 
teen one-hundred-thousandths) of a_ cent 
each—about one-twenty-second of the cost 
of the magazine advertisement discussed 
above. And yet the same circulation was 
reached. 

But if the costs of the two media were 
more nearly equal, window display would 
still have an advantage which publication 
advertising can never have—the merchan- 
dise is presented at the point of sale where 
it has all the sales stimulus of reality. The 
desire for possession which the commodity 
arouses can be gratified immediately. 

Unquestionably, display is one of the most 
powerful forms of advertising; and its value 
is still more enhanced by the relative econ- 
omy with which it can be employed. 





Another NRA? 

With the reelection of President Roose- 
velt by such an overwhelming majority, it 
is made very clear that his policies have the 
support of most of the people. The ques- 
tion arises as to whether or not, with this 
tangible evidence of the backing of the pub- 
lic, the president will dust off the Blue Eagle 
and urge legislation for a modified form of 
NRA. Many competent observers believe 
that some form of industrial control through 
governmental legislation is not only a pos- 
sibility but a strong probability. 

When the National Recovery Administra- 
tion went into effect a few years ago, dis- 
playmen had no group to represent them. 
Therefore it followed that they were not 
treated as a trade or profession but were 
left to the individual stores for classifica- 
tion. The stores had two alternatives in 
order not to limit displaymen to forty hours 
a week: either they could be classified as 
“executives” or as “maintenance men.” <A 
surprisingly large number were placed in 
the latter category. All this took place 
because there was no organization which 
would meet with the NRA authorities in an 
effort to place displaymen in their proper 
niche. 

If a modified NRA goes into effect, it is 
highly important that this situation be not 
repeated. Hence it is of great consequence 
that the profession be represented by an or- 
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ganization which can and will protect its 
interests. 

The solution would seem to be a concerted 
move by displaymen to join the International 
Association of Display Men, so that through 
acting as a unit they would have a voice in 
this vital problem and others which may be 
presented from time to time. The I. A. 
D. M. membership has been growing ste..d- 
ily; with this added incentive it should be 
stimulated still more. 





DISTILLERS SHOULD STUDY 
TRUE DISPLAY VALUE 
[Continued from page 22] 

know that there is a real business of window 
display installation. I had always been in- 
der the impression that only bums are in 
this business.” Another distiller who is using 
window display made the statement, “\e 
are using window display because the dcal- 
ers ask us to do something for them. \We 
feel that we want to give them something; 
therefore, we give them a window display.” 

In a recent investigation it was found that 
there are approximately 325 bona fide win- 
dow display installation organizations which 
are responsible in every respect. Out of the 
325 a survey was made among 100 and it 
was found that the average length of time 
they have been in business is ten years, and 
that the 100 companies employ about 900 
trimmers. 

Very few of the capable, honest, bona fide 
organizations handle liquor window display 
installations. The reason is simple: They 
can not quote the low prices the distillers 
have accepted as standard because such 
prices have been offered them by the free 
lances and fly-by-night services. 

In spite of this situation, some of these 
100 firms do window display installation 
work for the distillers, but they receive their 
regular price for such work, which is fair 
to both parties. Eventually, of course, the 
distilling industry will learn that cheap 
prices mean shoddy work, fake installations, 
and all the other handicaps which follow an 
attempt to buy a service at less than a rea- 
sonable price. But in the meantime distill- 
ers are wasting money right and left—not to 
mention the fact that they are losing much 
of the tremendous value of reaching the con- 
sumer at the point of sale through the use 
of intelligent displays installed by reputable 
service companies. 





Kallenberg Studying 
European Display 

Maximillian Kallenberg, president, Kay 
Displays, Inc. New York, N. Y., left for 
Europe on October 31 to make a study of 
display advertising trends in England, Ger- 
many, France, Belgium, Holland, Austria, 
and Italy. 





L. E. Summerton Wins 
Another Contest 


L. E. Summerton, Memphis, Tenn., who 
long ago formed the habit of winn'ig @ 
large percentage of the display contes's he 
enters, has been awarded first prize « $25 


in a local General Electric competition 











wstseis 


November, 1936 


DISPLAY WORLD 


—First prize winner, ABC percale contest— 


Alexander Wins 


ABC Contest 

Bh. J. Alexander, Fowler, Dick & Walker, 
Binghamton, N. Y., has been awarded first 
prize of $200 in the national display contest 
recently conducted by Arthur Beir & Co., 
on ABC percales. Other prize winners in- 
cluded A. L. Maley, The Broadway, Los 
Angeles, Calif.; J. M. McGerk, Albert J. 
Mannsmann, Pittsburgh, Pa.; and J. B. 
McCann, S. Kann Sons, Washington, D. C. 

So great was the response to this annual 
back-to-school promotion that twenty prizes 
were added to the sixty-five originally 
scheduled. The list of judges included Ir- 
ving C. Eldridge, R. H. Macy & Co.; Rich- 
ard Wallace, B. Altman & Co.; Albert Bliss, 
Bliss Display Company; all of New York 
City; and H. H. Littell, L. Bamberger & Co., 
Newark, N. J. 


R. H. Kaiser Forms 
Display Company 

R. H. Kaiser has resigned his position 
with the display department of the Metro- 
politan Company, Dayton, Ohio, and has 
formed the firm of Merchandise Displays, 
738 Carlisle avenue, Dayton. The new com- 
pany is now servicing a number of national 
accounts, as well as designing and produc- 
ing itinerant displays. Miss Martha Olt, 
well-known Dayton artist, is associated with 
the firm. 


C. A. Mcllree With 
Rosenbaum Store 

C. A. Mc Ilree, formerly with the Evans- 
ville Dry Goods Company, Evansville, Ind., 
has accepted the position of advertising and 


display manager with Rosenbaum & Brother, 
Mt. Vernon, Ind. 





—Ray Ullum, Schuneman-Mannheimers, St. Paul; Val Thomas, John W. Thomas Company, Min- 
neapolis; and Jerry Timm, Husch Brothers, St. Paul, inspect the work of Samuel Kirche, Chicago, 
well-known mannequin refinishing artist, on a bust of the late governor of Minnesota, Floyd 
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COROCRAFT 
PRODUCT 


The standard corrugated display 
material used by clever display- 
men everywhere 


@NEW LOWER PRICES 
@NEW DESIGNS 
@EXCLUSIVE MATERIALS 
FOR WINDOW and STORE DECORATION 


Write for complete information 
and new catalog 


WINDOW ADVERTISING, Inc. 


National Sales Agents 


175 Fifth Avenue, 


WINDOW DISPLAY 
CARD WRITING 


and ADVERTISING 
By Our 


HOME STUDY 
METHOD 


EASY PAYMENTS 
Write for Catalog 


THE KOESTER SCHOOL 


300 W. Adams Chicage 











Room 702 New York 











MILEO 


MANNEQUINS 


A new and complete line of flexible 
and rigid models. 


The choice of discriminating display 
men and retailers. 


Factory and Showroom Now Located at 


7 West 36th Street, near Fifth Avenue 
New York City 











@Please Mention DISPLAY WORLD 
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Fisher Display Service 
Identifies Installers 

The Fisher Display Service, 560 West 
Lake street, Chicago, Ill., has adopted an 
identification system by which retailers may 
be certain that display installers really rep- 
resent the Fisher company. Each installer 
is required to wear a badge giving his num- 
ber and the words “Fisher Display Service.” 
The name of the month is also shown. The 
color of the badge is changed monthly. The 
move was made necessary, it is said, by re- 
curring instances in which other window 
trimmers represented themselves as belong- 
ing to the Fisher organization and thus 
secured permission to install a display in a 
retailer’s window. 





Burgess Company Changes 


Sales Policy 

The Burgess Co., Inc., Beaver Falls, Pa., 
which has been marketing their line of tack- 
ing machines and staples through an out- 
side sales organization for the past two 
years, has discontinued this policy. Now 
controlling all operations of both manu- 
facturing and sales, they have opened a gen- 
eral sales office at 518 Martin building, Pitts- 
burgh, Pa., under the direction of W. Robert 
Story. 





Gimbel's Add Display 
Innovations 

Gimbel Brothers, Philadelphia, Pa., re- 
cently added teletouch “invisible ray” equip- 
ment to illuminate a bank of windows when 
pedestrians cross the path of the ray. The 
device will be used each night from twilight 
until eleven o’clock. Another change to be 
made is the installation of invisible glass 
in the store’s corner window, known as the 
largest in the world. 





Peter Copeland 
Wins Award 

Peter Copeland, president, Copeland Dis- 
plays, New York, N. Y., has been awarded 
second prize of $750 in a contest for archi- 
tect’s designs for an applied arts building 
for the New York World’s Fair. Copeland 
is a registered architect, although most of 
his endeavors are confined to the display 
field. 


“Stork Clipper’ Visits 
Myers' Home 

A “cradlegram” from Mel Myers, Myers 
Display Service, Louisville, Ky., announces 


the birth of an eight-pound daughter, Mary 
Ann Lee Myers, early Saturday, October 31. 








Mendelsohn Enlarges 
Offices 

Harry Mendelson, window display coun- 
selor, has taken enlarged quarters at 1206 
East Forty-ninth street, Brooklyn, N. Y. 





Bonwit Teller Appoints 
New Display Head 
Helen Coles, formerly with R. H. Macy 


& Co., has been appointed display manager 


by Bonwit Teller & Co., New York, N. Y. 
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The Bliace of Cut-outs In 
Displays That Sell 


By GEORGE J. COWAN, 
International Register Company, Chicago 


A study of present-day display shows 
great improvement in sales technique. Mod- 
ern displays now are designed very much 
along the lines of newspaper and magazine 
advertising. They are constructed to stress 
a definite selling message through employ- 
ment of cut-outs which dramatize the sales 
story by illustration. 

To get the best results in display adver- 
tising certain practices must be followed. 
Trial has shown them to be universally ef- 
fective, not only in the field of display ad- 
vertising but in other forms of publicity as 
well. For example, in planning a modern 
window setting, it is well to consider the 
problem as a newspaper layout man would 
view it. The window is equivalent to the 
blank space which must contain border, 
illustrations, headings, and copy. Few mod- 
ern advertisements have an elaborate bor- 
der; most of the space is devoted to illus- 
trations, headings, and copy. The same is 
true of current window displays. There are 
no fancy borders to distract attention, back- 
grounds are simple—everything is designed 
to center interest on the “illustrations,” sales 
message, and the merchandise. 

Display windows have not lost in attrac- 
tiveness in their effort to increase their sales 
value. If properly handled, illustrative cut- 
outs and cut-out lettering are capable of 
producing a window display which is supe- 
rior artistically to the settings of a few years 
ago with their profusion of flowers, drapes, 
and what not. The new technique gives 
much greater scope for originality and per- 
mits the displayman to develop his own style 
of individualized display. 

The great majority of current displays are 






















built around the use of cut-outs. A review 
of present-day trends in cut-out work is 
therefore, appropriate. 

As for the materials used for making cut- 
outs, wall board and cardboard, particularly 
some of the newer forms. with colored or 
otherwise specially prepared surfaces, still 
rank first in popular favor. However, wood, 
corrugated paper, sheet metal, linoleum and 
rubber also are being used. 

Linoleum and rubber deserve special men- 
tion. They are finding greatest employment 
not as strictly display, but as decorative 
materials. There is a large and growing 
vogue for linoleum and rubber floor and wall 
inlays. These decorations are not really 
displays; however, they are made entirely of 
cut-outs and partake of the displayman’s art 
more than the decorator’s. 

Another relatively new development seen 
recently on State street, Chicago, has been 
the use of wood cut-outs finished in their 
natural colors. The main body of the cut- 
out is varnished to show the natural grain 
of the plywood. Features, such as nose, eyes, 
and hair, are cut out, painted and applied to 
the wood cut-out. The result is a new and 
striking type of figure which has interesting 
possibilities. 


—An effective use of cut-outs was made by 

Arthur J. Harper, Howland Dry Goods Com- 

pany, Bridgeport, Conn., for a Cannon towel 

display. Negro mammies parade down a 

gang-plank, while cut-out wagons loaded 

with cotton pass in procession across the 
background— 

















November, 1936 DISPLAY WORLD 29 


DISPLAY 
OY i 


MOTOR “DRIVEN 
oe TURNTABLES 
Project Your Specials 


and muluply display space. Compel 
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Turntables. 

7 Types complete with back-geared motors that 
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Cut-out shadow-boxes also continue to ap- 
pear frequently in the windows of stores 
noted for the excellence of their displays. 
They are used particularly to show small 
items such as hats, shoes, and accessories. 

One of a long series of window advertise- 
ments noted for their clever use of cut-outs 
and general excellence is the B/G Sandwich 
Shop setting. The average restaurant makes 
little or no attempt to use their windows to 
increase business. Kugler’s restaurant of 
Philadelphia was among the first to realize 


the value of window display advertising. pany. It is one of the most notable examples 

Others, among which the B/G Sandwich of decorative inlay work in the United You spend good 
Shops of Chicago are notable, have since States. Inlaid murals of this kind can be ARDBOARD money for adver- 
followed their lead. The display shown il- done in rubber, linoleum, plywoods, wall EASELS pct Aeigyysns Bo 
lustrates a nearly perfect combination of an oe 









—tThis elaborate cut-out grill, featuring two 
nationally known trade marks, spans a space 
of 40 feet. It was designed and made by 
Paul O. Campbell, Steckler's Men's Shop, 
Ashland, Ky., and illustrates the work that 
can be done with modern cutting machines— 


ments that composed the B/G window, but 
presents them in entirely different form. 
The “Rubber Room” of the Hotel Portage, 
Akron, Ohio, is made entirely from products 
manufactured by the Goodyear Rubber Com- 


board, cork, or combinations of these and 


to 500 Ibs. 
anced 
Complete as 


ares 
and up, less in quantities. 


SpeedWay Mfg. Co. 
1841 S.52nd Ave., Cicero, Ill. 


Will carry a bal- 
load of 


any height. 




















The Fountain Air Brush 


The AirBrush of the Particular Artist 





The World’s Standard Air Brush for 


Over 40 Years 


Easy to handle and keep in order. 
Send for Catalog No. 52D 


THAYER & CHANDLER 


910 W. Van Buren St. Chicago, Ill. 
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intrigui i 5 i0 chy : T +1: is economy to use the Stand Pat Easel, with 
intriguing and apt illustration, a catchy other materials. They are so striking that special lock feature which insures it against fall- 
written message, and excellent technical they undoubtedly will influence the display- ing down and relieves the strain the ordinary 
design ses : = EteTe ° easel encounters. The Stand Pat Easel will out- 

; . man and interior decorator profoundly. live your display card. Write for samples today. 


An effective window setting is that de- 
signed and built by Arthur J. Harper for 
the Howland Dry Goods Company, Bridge- 
port, Conn. It makes use of the same ele- 


Still another type of cut-out work is shown 
by the photograph of a balcony grille from 
Steckler’s Men’s Shop, Ashland, Ky. The 
intricate grille was designed and cut by Paul 
O. Campbell, display manager. The trade- 
marks of two manufacturers are incorpo- 
rated in the design. The grille has much 
resemblance to the beautiful iron-work done 
by the Moors centuries ago and shows the 
possibilities in the use of modern cutting 
equipment. 


Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 








FOR CHRISTMAS DECORATIONS 


Use Fir Roping, 21c foot 
Flat Cedar, 2c foot 


ALVA A. ULRICH 


—One of the most notable examples of dec- 

orative inlay work in this country is shown 

in the photograph below—the "Rubber 

Room" of the Hotel Portage, Akron, Ohio. 

Inlaid work of this type can be done with a 
variety of materials— 


Somers, Montana 








PHOTOGRAPHIC ENLARGEMENTS 


BLOWUPS 


From photographs or printed matter. For window 
and counter display. Mounted or unmounted. 


NEW YORK SOLAR PRINT CO. 
Since 1907 


30 Cooper Square New York City 

















CUT-OUT LETTERS for DISPLAY WORK 


3/32 to 1 inch or more in thickness 


IN MANY BEAUTIFUL FINISHES 
and Less Expen- 
sive than Hand 
Write for Samples and Price List 
Display & Sign Materials 


Cor LIN More Beautiful 
‘ NLIN Cut Letters. 
BRIDGEPORT, CONNECTICUT 












—when in need of 


FANCY PAPERS 


plain, printed, corrugated, coated and all display ac- 
cessories, address your inquiry to our new address. 


JOSEPH E. PODGOR CO., INC. 
618 Market St. Philadelphia, Pa. 








$3,500,000 FOR REMODELING; 
—THE NEW BLOCK'S 


[Continued from page 7] 


—this time 11 by 16 feet—faces the elevators 
and escalators. A baby shop, also on this 
floor, displays layettes, perambulators, etc., 
in a room done in pink and blue. Large 
scenes from nursery rhymes encircle the 
upper part of the room. The toy department 
and the alteration department for men’s 
wear are located in the annex on this floor. 

On the fourth floor is found a special room 
for linen, the merchandise being shown in 
clever display cases built into the walls. 
The rest of the room resembles a dining 
room, with table appropriately laid. <A 
trousseau shop is elaborately furnished in 
French Empire style. All counter fixtures 
are of chrome, with rubber lined bases. The 
tops of the circular bases are inset with 
bird’s-eye maple. I should mention in pass- 
ing that all display fixtures throughout the 
store are either of chrome or chrome and 
bird’s-eye maple. 

The fifth floor is divided into many 
shops, with a selling floor in the center. The 
entire floor is used for everything for the 
home—from coal stokers to paint and pots 
and pans. Each shop has its own color 
treatment, yet all are blended for harmony. 
The sleep shop has gray-blue walls speckled 
with silver stars. The walls are banded 
with chrome moulding, while chrome bars 
border and extend across recessed, indirectly 
lighted night scenes. The chintz shop is de- 
signed to resemble a room of the Early 
American period. In the china department 
the display tables are of unbleached maple, 
with solid blue linoleum tops. The columns 
of this floor, as is the case throughout the 
store, are used for four-way displays. 

A large auditorium is located on the sixth 
floor, especially suitable for style shows 
since the runway which approaches the stage 
may be pulled out and extended nearly 
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three-quarters of the way across the room. 
The four corners of the auditorium are 
rounded and inlaid with illustrations, in 
heroic size, from historical scenes. All the 
cut-out work for these figures was done in 
our own display department. Also on the 
sixth floor are grilles for men and women. 
Scenes showing the progress of transporta- 
tion encircle the men’s grille. For the other 
grille, tinted blowups of apple orchards cre- 
ate the illusion of being out of doors. A 
beauty salon done in cream-colored leather 
with rich, dark tones for contrast, is located 
near the grilles. 

Two other floors are used for storage, 
office space, etc. On the eighth floor is a 
cafeteria for employees, a recreation room, 
and a hospital. A roof garden, for employees 
only, has also been provided. 

The first photographs show a view of the 
dress department on the second floor. At 
the center rear can be seen the entrance to 
the French salon. Next is the bank of ele- 
vators on the fifth floor. Third is a typical 
trim for one of our island windows. Cello- 
phane mannequins are used extensively at 
Block’s. The center picture on page 7 
illustrates a display of bridge trophies in- 
stalled during the time Ely Culbertson was 
lecturing in our auditorium. Finally a dis- 
play of American-made lace curtains, in one 
of the corner windows, is shown. 

The remodeled Block’s is worth going 
many miles to see, not only as a marvelous 
store but as a source of display inspiration. 
I hope that many displaymen will pay us a 
visit whenever they are in the vicinity of 
Indianapolis. 


Philadelphians Plan 
Display Club 

According to information received from 
N. A. Bernstein, Philadelphia Window Dis- 
play Service, Philadelphia, Pa., plans are 
being made by many of the displaymen of 
that city to organize a display club. 








4 











OPPORTUNIT 


Y EXCHANGE 














SALES REPRESENTATIVES 
GOOD OPPORTUNITY 


to handle complete line of valances 
for the modern store front. Cloth, 
venetian or glass to fit every require- 
ment. 
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The Window Decorative Works 


10-12 S. Greene St. Baltimore, Md. 


ATTENTION, PLEASE! 


METAL MOULDING 
SALESMEN WANTED— 


Full or part time for greater New 
York and other sections of the coun- 
try by well-known concern carrying 
popular priced metal moulding lines; 
sales help; leads furnished; liberal 
commissions. 


R. D. WERNER CO. 
21 E. 30TH ST. NEW YORK CITY 
Chicago - - - Los Angeles 








CUTAWL WANTED 


Will pay cash if in good condition and 
price is right. Address 
SOR Via C.” 
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DISPLAYS, EXHIBITS, AND SIGNS 


elegantly lettered in the prevailing lettering 
modes with our letter patterns and pattern 


blanks at a remarkable saving in time. Twenty 
modern styles in many sizes. Samples and 
literature. 

DISPLAY-LETTERS CO. 
New York City 





P. O. Box 235-G 
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THE PLACE OF LIGHT 
IN MERCHANDISING 
[Continued from page 25] 
long, narrow store—for instance, 12 feet by 
40 feet—requires four 500-watt lamps at 10- 
foot intervals for good illumination. Fair 
lighting may be obtained through the use of 
300-watt lamps. The store approximately 24 
feet wide by 50 feet long requires two banks 
cf lights (in rows 12 feet apart), each bank 
consisting of five 300-watt lamps 10 feet apart 
for good illumination, or 200 watts each for 
fair lighting. 


MINIMUM DESIRABLE LIGHTING 


LEVELS FOR STORE INTERIORS 
Foot- Foo?- 

Foot- Candles Canilles 

Candles in Self- in Aisles 

on Display Lighted &Traffic 


Type of Space (orWork)ShowCases Areas 


Automobile Showrooms 40 nue 40 
Barber Shops 20 40 5 
Book Stores 15 30 5 
Candy Stores 20 40 16 
Clothing Stores 30 60 10 
Drug Stores 20 40 10 
Electric Shops 40 80 10 
Floor Coverings 50 100 15 
Florist Shops 20 40 5 
Food Stores 20 40 5 
Furniture Stores 10 20 5 
Gift Shops 40 80 10 
Hairdressers Shops 20 40 5 
Hardware Stores 15 30 5 
Hat Stores 30 60 10 
Jewelry Stores 40 80 10 
Liquor Stores 10 20 5 
Millinery Stores 20 40 10 
Music Stores 15 30 5 
Shoe Stores 30 60 10 
Specialty Shops(depends upon particular case) 
Tobacco Stores 20 40 5 
Wall Coverings 30 60 10 


The connected lighting load can be deter- 
mined by multiplying the watts per square 
foot by the floor area. (The watts per square 
foot, for the intensities recommended in the 
preceding table, are given in the table follow- 
ing.) To this should be added the wattage 
in the se!f-illuminated show case, the wattage 
of inside signs and all other miscellaneous 
illuminating equipment. 


WATTS PER SQUARE FOOT OF 





FLOOR AREA 
Intensity Controlled* Semi- ; 
in Foot Direct Ind.** Indirect** 
Candles Lighting Lighting Lighting 
10 17 2 3 
15 2.5 3 4.5 
20 3.4 4 6 
30 4.3 5.5 73 
40 57 7.3 10 
50 7.0 9.2 12.5 
*This form of lighting is independent of sur- 
roundinys. 


**Figures based on light surroundings, use of 
higher wattage, higher efficiency lamps tor the 
higher intensities and functional fixtures. 

***Ditto. If coves are used the above figures 
may be increased by four “times.” 

Controlled direct lighting is best suited to 
all types of small stores that display and sell 
packaged merchandise or stack their mef- 
chandise vertically. The following a‘e 1 
cluded in this class: 
Book stores 
Candy stores 
Clothing stores 


Hardware stor 
Hat stores 
Liquor stores 









rire 








November, 1936 








Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
y-ur needs listed on this blank, write a sepa- 
rete letter. If we do not have the information 
y 
y 
Oo 
(1) 





u want on file, we’ll find out for you. Avail 

urself of our service facilities without cost 

obligation. This service includes an analysis 
' any display problem. 


() Air Brushes 

(] Airpainting Equipment 

(] Animated Signs 

() Artificial Flowers 

CL) Artificial Snow 

[] Backgrounds 

CL) Background Coverings 

CL) Booths and Floats 

() Brushes and Pens 

CL] Cabinets—Revolving 

CL) Card & Mat Board 

() Cardwriters’ Materials 

CL] Color Lighting 

[_] Crepe Papers 

[] Cut-out Letters 

CL] Cutting Machines 

C) Decorative Papers 

CL) Decalcomania 

[] Display Furniture 

C] Display Forms 

() Display Racks 

[] Drawing Boards 

(] Enlarging Projectors 

() Exhibit Displays 

[] Fabrics and Trimmings 

CL) Fixtures 

CL] Flags and Banners 

OJ Foils 

[] Fountains 

CJ Invisible Glass 

(1 Lacquering Outfits 

C) Lamp Coloring 

() Lighting—Equipment 

CL) Lithographed Displays 

C] Mannequins 

L] Mouldings 

CL) Metal Sheets 

OJ) Millinery Heads 

(1) Motion Displays 

(J Motion Mechanisms 

C) Natural Foliage 

0 Pageants & Exhibits 

[) Plaques (Window) 

() Paper Mache Specialties 

CL) Photographic Blowups 

l] Plastic and Composition Pieces 

() Plushes and Velours 

Cj Price Cards—Tickets 
Price Ticket Holders 
Reflectors 

CL) Sale Banners 

CL) Socks—Window 

(0 Show Cards 

( Show Card Supplies 

() Show Cases 

0 Show Case Lighting 

CL) Signs—Card Holders 

C) Signs—Brass—Bronze 

O) Signs—Electric 

LC) Sleeve Forms 

1 Stencil Outfits 

(J Stock Posters 

CJ Store Designing 

C1) Store Fronts 

(J Tackers 

(] Time Switches 

() Turntables 

1) Valances 

CL) Wall Board 

[] Window Drapes 

C] Window Lighting 

C] Wood Carvings 


QO Do you wish a copy of their catalog? 
[] Do you plan to remodel your store soon? 
QO Do you plan to build a store soon? 


MAIL TO 
The DISPLAY WORLD 


CINCINNATI, OHIO 


Street 








DISPLAY WORLD 


Drug stores Music stores 
Food stores Shoe stores 
Gift shops Tobacco stores 

Such lighting is best for jewelry stores be- 
cause diamonds and other gems depend upon 
their color and sparkle for their appeal, which 
is at a maximum under brilliant direct light- 
ing. 

Applied in the form of show case lighting 
it is a desirable auxiliary to semi-direct or 


indirect general lighting in the following 
types: 

Electric shops Millinery shops 
Florists Specialty shops 
Hairdressers 


It is the most effective way of lighting 
merchandise displayed in large vertical 
planes, sucli as floor and wall coverings. 

Semi-indirect lighting is best suited to 
stores having large objects on floor display, 
such as automobile showrooms, electric 
shops; to some specialty shops, such as 
stores selling large musical instruments, and 
notions stores displaying all articles on flat 
counters. 

Indirect lighting fits the service stores (in 
the public area, the work area being an in- 
dustrial lighting problem). Such are barber 
shops, tailors, furriers, cleaning and dyeing 
establishments, opticians’ and many specialty 
shops. It is also best in those shops (for ex- 
ample, millinery), where the merchandise is 
not on general display, but is brought out, 
one item at a time, and tried on under strong 
local lighting provided at the spot where the 
merchandise is inspected. 

An application of controlled direct lighting 
to store interiors is the recent installation in 
Wallach’s store, Empire State building, New 
York City. The “light ports” are located 
flush in the ceiling and reflect the plan of the 
fittings. They are of the lens type and bend 
the light towards the merchandise on the 
shelves and counters. At all angles of possible 
observation by customers they are of low 
brightness, the light going to the field of 
view instead of into the observer’s eyes. 


VALANCES 


Carved G'ass — Cloth — Wood Effects —and Vitrau- 
phanie VALANCES. SAMPLES and SKETCHES— 
FREE! Send us window dimensions. Write today. 


Union Square Valance Co., 1 Union Square 
Dept. D. New York City 


























As Specialists in 


Life-Like FIGURES 


we ask that you see our line 
or write us about your 
needs. Being direct mfrs., 
our prices are right. 


Modern Figure Display Co. 


130 Bleecker St., N. Y. City 


LADIES’ 
MEN’S 
CHILDREN’S 
Mannequins 








BLUE MIRROR SIGNS 


with raised, all-metal letters, Catalin, Chrome-faced 
letters, all styles. Patented MOTTO SIGNS, em- 
bossed gold or silver lettering on black onyx finish 
wooden plaques. “DOMINO” Price markers—',” to 
1”. Newest, dignified, outstanding. 


Write for Catalog and Price List 


FIXMOBIL Display Art, 303 4th Ave., N.Y.C. 
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ADD SALES POWER 


To Your Displays With 


Pictorial Backgrounds 
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Make Them Yourself With the 


BRISCHOGRAPH 


Junior Model 

4” x ge . 5 _§$ 10.00 
3/10 Medel 

ee 
De Luxe Model 

rev. ....... $100.00 
Each a perfected machine that projects to 
desired size in clearly defined detail and 
natural colors any sketch or picture you 
want to reproduce. In use by hundreds of dis- 


playmen, retail stores, sign and display studios 
everywhere. Dealers in all principal cities. 


PAYS FOR ITSELF 
Send Today for New Booklet 


THE BRISCHOGRAPH CO. 
Established 1926 


3280 N. HIGH ST. COLUMBUS, OHIO 














BERLIN’S NEW 
FOIL MOULDING 


We have enlarged our line to embrace the 
manufacture of a complete range of foil 
mouldings, in gold, silver and copper foil, 
both bright and satin finish. 


This will duplicate all of our chrome num- 
bers and also others to specification, 


Our new pyroxolin colors will make this 
the most comprehensive line of wood core 
mouldings manufactured anywhere. 


CIRCULARS AND PRICES 
ON REQUEST 


DEALERS SEND 
FOR DISCOUNTS 


BERLIN’S “IRBECO” 
CHROME MOULDING 
50 ihp sew Features 5O 
Par Our No. 606 


Per 100 Ft. 
ye” _.... $4.00 
4 ” 

ws %" .--.-85.00 
Metal 1” ......$6.00 
Other finishes: Copper, Brass and Dull Satin. 


Colors: Baked Flexible Enamel—White, Yei- 
low. Orange, Green, Blue, Black & Brown. 











The first thought for Artists’ and Sign Writers’ Suppli 






309 W. 44th ST. new YORK CITY.’ 


























BASSONS 


INCORPORATED 
123 FULTON STREET 
NEW YORK CITY 


PAPIER MACHE DISPLAYS 
in THE THIRD Dimension 
ADVERTISING, CONVENTION, mannequins, WINDOW. ETC. 
FULL ROUND or HALF ROUND 
DISPLAYS HAVE CEPT 


WE ARE EQUIPPED TO DEVELOPE 
ANO EXECUTE YOUR IDEAS 








CHROME FACED LETTERS 


Complete new selection of : 
various sizes and thick- 


CW nesses. Also colors. 
| 
BLOCKART CO., 132W. 14 St., New York 


PRICE MARKERS .... 


Interchangeable numerals in nine colors. Also 
REDIKUT LETTERS for Signs, Showcards, 
Displays in ten standard colors. Popular sizes 
and styles. 


ASK YOUR DEALER. Write for samples 


THE REDIKUT LETTER CO. 


524 S. SPRING ST. LOS ANGELES, CAL. 

















“Serving the Display Profession”’ 
Distinctive Display Equipment and Novelties 


NAT SIEGEL 


38 W. 38th Street New York City 
Telephone: Wisconsin 7-4887 








Use Modern Die-Cut Display Letters 
for sales producing displays, signs and show 
cards. 

Cork, Felt, 
Paper, etc. 
selection from. ‘ ‘ 
Millions of letters in stock at all times in mod- 
ern styles and desirable sizes. Catalog free. 


FELT LETTER STUDIOS, MFRS. 


Poster Board, Gummed 
Attractive colors to make your 





£538 South Wells Street Chicago, Illinois 











Now Book Is sii OF 
et Inspiration 

. S. Camera, 1936,” edited by T. J. 
iil and published by William Morrow 
& Co., New York City, might well be con- 
sidered a source of inspiration to display- 
men, as well as a delightful panorama of 
camera art for the current year. The book, 
which has been released for only a short 
time, has well over 200 illustrations in 
gravure or natural color, taken by some of 
the best known photographers of the day. 
The subject range is wide, including scenery, 
still life, portraits—even an operation on the 
brain is shown. Display managers who wish 
to keep a file of photographic ideas will want 
to add this book to their library. 





Burnstcin Opens 
Own Store ; 

H. Burnstein has resigned his position as 
display manager of The Fair Company, 
Wausau, Wisc., to open his cwn store in 
Ellsworth, Wisc. The store will handle a 
general line of apparel and. shoes. 


DISPLAY WORLD 


SOLVING "SMALL TOWN" 

DISPLAY PROBLEMS 

[Continued from page 17] 
can produce unusual and _ sales-producing 
displays at a very low cost, if we have time 
to work them out. But when one has from 
six to ten windows to trim every week, ads 
to write and cards to make, one doesn’t have 
very much time to use in executing any spe- 
cial plans which may be formulated. Then, 
too, in the smaller stores, the necessity of 
planning displays even a day or so in ad- 
vance is not felt so keenly as in the larger 
stores. The displayman is usually notified 
only a few hours, and sometimes minutes, 
before he is expected to install a window, 
thus making it impossible to create unusual 
or especially designed displays. 

Some times we do know of events that 
are being planned far enough in advance to 
give us time to do a little night work and 
thus produce displays that we can call above 
the ordinary—displays that contain much 
more interest and selling punch than others 
that are hurriedly thrown together; displays 
that really pull and stimulate sales. It is 
through such efforts and comparisons be- 
tween the results produced by the planned 
displays and those that are not planned in 
advance that we can best convince the man- 
agement of the value of planned sales stim- 
ulants. 

I believe that if the stores in the smaller 
cities would rearrange their budgets so as 
to allow a much greater expenditure for pro- 
ducing well-planned, glamourous, drama- 
tized, sales-producing displays the results 
would be more than gratifying. They would 
show the wisdom of such a move. We must 
interest the customers in our particular store 
and then convince them that our merchan- 
dise is just as new, just as correct, and 
just as geod as that of the larger city stores. 
To do this we must have well-planned and 
well-executed window displays as well as 
newspaper advertisements. That in turn 
means selling the boss on the merits of 
proper display and advertising! 

















—''Naw, we don't need a displayman. 
Ole, I'll get the ideas and then all you 
have to do is put 'em in"— 
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TELL YOUR STORY QUICKLY, 

BUT TELL IT WELL 
[Continued from page 9] 
material similar to that on view, were laid 
at. the lower right. The only decorative 
fixtures used were small chromium birds, 
one on the floor, the other on a small black 
pedestal. 

Novelty in fixtures was used by A. J. 
Roeder, William H. Block Company, Indian- 
apolis, Ind., to make interesting his display 
of “dressmaker tunics.” The hair of cach 
figure spells the word “Blouses.” The arc 
arrangement at each side, the division of the 
background into two colors for contrast, and 
the placement of the fixtures all were care- 
fully calculated to catch the passing eye. 

All of these six displays were planned 
and arranged with a realization of what they 
would require to be sellers. A check of the 
sales slips resulting from these six windows 
would without question prove that they ac- 
complished their purpose—to tell a story 
quickly, but effectively. 





Dale Dickson Joins 
Dayton Firm 

Dale Dickson has taken over the duties 
of display manager for the Dayton Dry 
Goods Company, Dayton, Ohio. He was 
formerly with the Seybold Dry Goods Com- 
pany, Logansport, Ind., for many years. 
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